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Merchandising Month 


Sales Training 


ECOGNITION of a vital prob- 
lem in the sale of electrical 
merchandise is the award by 
a committee of judges of the McGraw 
Medal for Cooperation for 1939. It 
was given to a man who has found 
a workable method of improving re- 
tail selling. 
lhe following, quoted from the ci- 
tation makes clear his contribution: 
“Harold E. Meade, vice-president 
of the New Orleans Public Service, 
Inc., some years ago conceived the 
idea that progress in the development 
of the local market for electricity is 
dependent basically upon the knowl- 
edge and skill of the wholesale and 
electrical people of the 
community, since it is they who inter- 


retail sales 
various 

adapt 
individual 


ie interest of 


pret the advantages of the 


types of electrical equipment, 
them to the needs of the 
customer and stimulate tl 
prospects so that they desire to buy. 
As general sales manager for the New 
Orleans power company, he proceeded 
to develop this theory by en 
guiding and later organizing a co- 


operative program for the schooling of 


ouraging, 


the salesmen and saleswomen em 
ployed by wholesalers, contractors and 
dealers of that city. 

“He launched his program in 1934, 
dealer 


during the progress of two 


campaigns, promoting the sale of lamp 
bulbs and IES study lamps, under the 
leadership of the utility company. 


| 


Next year he broadened the program 


to embrace all members of the local 
industry and to cover the entire field 
of lighting. As the next step, in 1936, 
he established sales training schools, 
in which the interests of the several 
branches of the lighting field were co- 
ordinated through local industry con- 
ferences. The following 
brought in the two large lamp manu- 
facturers to help the dealer ‘point of 


year he 


sales’ work with an expanded cam 
paign of training and promotion. And 
in 1938 this program was further re 
fined, extended and _ implemented 
through the cooperative participation 
of the national lamp manufacturers. 
It was expanded again by the power 
company until it took the form of a 
general market development activity 
embracing not only the domestic field 
but commercial and industrial sales as 
well, and applications of heat and 
power in addition to lighting.” 

Sales technique on electrical appli 
ances is pre-eminently the technique 
of education. Sales methods that have 
created an acceptance for electrical 
service in the home have been methods 
of consumer education. \nd_ the 
amazing part of the whole wonderful 
progress of electrifying the home is 
that this education has been carried 
on by an ill-trained and low paid force 
of sales people. A force with a con- 
stant turnover in personnel and which 
over many years has shown little or 
no improvement in general quality and 
ability. 

What shall we do to improve retail 
selling ?—has been discussed in elec- 
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trical meetings for the last twenty 
thereabouts. All the more 
credit, then, to Harold E. Meade, who 


not only saw the problem 


years or 


as clearly 
as the rest of his electrical brothers, 
but conceived a practical plan for 
betterment and energetically set out 
to make it operate. 


Forecasts 


LOSE reading of our leading 
> economists on the prospects for 
1940 business induces a certain diz- 
ziness. They apparently would like 
to prophesy a steady increase of re- 
covery, but they are afraid to be caught 
if they do. 

However, there is one set of figures 
that seems to this writer to have real 
validity—the figures on employment. 
The Department of Labor estimates 


that from May through October 
1,600,000 persons have been reem- 
ployed in nén-agricultural pursuits. 


The Department also reports increases 
in wages. It is hard to believe that 
this increase is only temporary, and 
that a reverse trend may set in afte 
the first of the year. 

Employment figures make up the one 
business indication that 
most to the appliance field. In this 
increase in employment we see the ex- 


means the 


planation for the steady good business 
that the appliance industry has enjoyed 
in the last six months and a business 


sales. will 


1 


indication that appliance 
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By 


lary & t 1) Natior il 
Furt ngs Market 
Merchandise Mart—January 7 
t 12 Inter it nal H me Fu lave € erything Irom name bands to 
4 Market (and x other nagicians, and even State Street de 
rket partment stores have taken a tumble to 
Palmer House—January 7 to 12. the fact that the presence of buyers’ 
once Furs gs Manufactu ve n the Rialto is a fillip to retail 
using 
sas sa AT THE STEVENS 
est t t the Stevens Hotel, where re 
e st ed bed iffer cozy places fo 
t 1 the Liet ‘ etes, the National House 
e bellhop et hing Manufacture Association 
ket g ts thirteenth annual exhibit 
e hile é 7 to 12 
\ 2 id Down in Exhibition Hall, will be the 
best Dib nd annual show ng by the \meri 
t e meat f 1 Washe i Ironer Manufactur- 
c ternat! e! ssociation and the display of new 
Wit ind ved h yme laundry equipment 
c ¢ place will be especially attractive, Sec retary 
Warren Edwards promises 
t running Topping it all off will be a banquet 
usually put the la fle show which will be some- 
\ ig at thi sea I thing t remember, he declares 
é te ght club The National House Furnishing 


PAGE 2 


ing 


Tom 


F. 


Buyers Club 
O. W 
f William 


will meet, skippered by 
Merchandise 


Block Co., 


Spiess, 


H 


Manager 
Indian- 


apolis. 


WHAT'S ON AT FURNITURE 
MART 


he winter National Home Furnish- 
market at the American Furni- 
Mart, January 8 to 20, will be 

the grand-daddy of them all when it 
32nd session. Pub 
Rosalie Flank looks 
the largest winter market the in- 
dustry has ever known, with a 10,000 
to 11,000 attendance forecast. Plans of 
the American Furniture Mart include 


ig 
ture 
assembles in its 
itv directress 


for 


opportunities for dealers to discuss 
business outlook with industry leaders, 
association members and fellow mer- 
chants, and thus draw a _ reasonable 
parallel concerning their own busi- 


ness. 


Buying hysteria has been forestalled, 


says Miss Flank, and dealers for the 


DECEMBER, 


ance lines 


MPARISON POSSIBILITIE 


Crowdo 





Blackburn 


most part will be able to make 
biased commitments with deliver 
handily assured. New major apf 


will be 
tofore and Miss 
surprised | if 


Flank 


several 


will not 
washing machines made their app« 
ance on the Furniture Mart floor. 

The Kitchen Clinic will be ren 


eled to show latest methods of displ 


and model window and dealer den 


shorter than her 


self-operatin 


strations will set an active pace at t! 


important division on the Mart’s 
floor. 


AT THE PALMER HOUSE 


The small 
will in his glory at 
House at the second 
Manufacturers 


January 7 to 12 


] 


be the Pal 


ing Association sh 


\pproximately forty electrical 
pliance manufacturers were booked 
exhibits early as November 
according to A. W. Buddenberg. 7 


as 


appliance manufactu: 


House Furnis 


; 
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am 
4 


do January Markets 


7 e ° ° . ° e -_ 
Chicago holds out tempting inducements for a visit Jan. 7-20—4 shows 


show in appliance hall and in 
er space along with more than 350 
inufacturers of housewares. 


MERCHANDISE MART PLANS 


Fully 25 per cent more buyers are 

xpected to push their way through 
e swinging doors of the Merchan- 
se Mart in January, according to 

ercy Wilson, managing director. 
t spring 10,404 were visitors. 


\ccording to press agent John S. 
Duncombe, six markets are going to 
be going like so many three-ring cir- 
cuses at the same time. There 


furniture market, a_ floor 


market, a curtain and drapery market, 
a china, glass and pottery market, the 
lamp and shade market, and of course, 


the housewares market. 


On the fourteenth floor 
housewares hold out, a new president, 


nowhere else) 


Frank A. Lederle, has been elected to 
drum up activities with Frank Bandy 
as chairman of the show committee to 
help. Red Star specials (exclusive 
new merchandise and models offered 
which made a hit last 
year, are expected to dot the windows 
and exhibits. With 1,831 home 
nishing lines in the building, the splash 
will be considerable Points of 
terest in the building will be the Home 


Building Exhibit on the second floor, 
the 
some 33 retail shops where mama can 


get 


or 


air 


Ni 


Lists of exhibitors, 
vember 30, are presented below 


Building Industries Congress and 


a box of Mrs. Snyder’s chocolates 


be fitted for a hat 


\ new electric exhibitor this year 
will be the Gale Products Company of 
Galesburg, Ill., with refrigeration and 


conditioning models. 





At the Stevens Hotel 


A-B Stoves, Inc. 

Altorfer Bros. Company 
American Ironing Machine Co. 
Apex-Rotarex Corp. 

Armstrong Products Corp. 
Automatic Washer Co. 

Barlow & Seelig Mfg. Co. 

The Barton Corporation 
Bendix Home Appliances, Inc. 
Birtman Electric Co. 
Blackstone Mfg. Co., Inc. 
Clements Mfg. Co. 

Conlon Corp. 

Copeland Refrigeration Corp. 
Cribben & Sexton Co. 

The Crosley Corp. 

Crown Stove Works 

Dexter Company 

Easy Washing Machine Co. 
Electrical Merchandising 
Eureka Vacuum Cleaner Co. 
Estate Stove Co. 

Fresh'nd Aire Co. 

Gale Products 

Florence Stove Co. 

P. A. Geier Co. 

General Electric Co. 

Getz Washer Co. 

Gibson Electric Refrigerator Corp. 
Haag Bros. Co. 

Heinz & Munschauer 


At American 


American lroning Machine Co. 
Automatic Washer Co. 
Barlow & Seelig Mfg. Co. 
Barton Corp. 

Blackstone Mfg. Co. 
Cavalier Corp. 

Coleman Lamp & Stove Co. 
Dayton Refrigerator Co. 
Detroit Vapor Stove Co. 
Duo-Therm 

Ernst & Co. 

Estate Stove Co. 

Frigidaire Corp. 

Getz Power Washer Co. 


Holland Rieger Corp. 

The Hoover Corp. 

Horton Manufacturing Co. 
Hurley Machine Div. 

lronrite lroner Co. 

Jewett Refrigerator Co., Inc. 


A. J. Lindemann & Hoverson Co. 


Lovell Mfg. Co. 

Magic Aire, Inc. 

Meadows Corporation 
Murray Corp. of America 
Nash Kelvinator Corp. 
Nineteen Hundred Corp. 
Norge Corporation 

One Minute Washer Co. 
Premier Vacuum Cleaner Co. 
Progress Vacuum Corp. 
Standard Electric Mfg. Corp. 
St. Charles Mfg. Co. 
Tappan Stove Co. 

Universal Cooler Corp. 
Westinghouse Elec. & Mfg. Co. 
Youngstown Pressed Steel Div. 
Continental Corp. 

Voss Bros. Mfg. Co. 

Zenith Machine Co. 

Proctor Electric Co. 

Bersted Mfg. Co. 

Son-Chief Electrics, Inc. 
Empire Electric Co. 

Emerson Electric Mfg. Co. 
The William Herst Co. 


Furniture Mart 


Gray & Dudley Co. 
Heinz & Munschauer 
Holland-Reiger, Inc. 
The Hoover Co. 

Krebs, Stengel & Co. 
Landers, Frary & Clark 
Motor Wheel Corp. 
Nineteen Hundred Corp. 
Nash Kelvinator Corp. 
Norge Corp. 

Division Borg-Warner Corp. 
Quaker Mfg. Co. 

Renew Sweeper Co. 
Sweeper Vac Co. 








At the Palmer House 


Aristocrat Clock Co. 
Chicago Electric Mfg. Co. 
Chicago Flexible Shaft Co. 
Conco Engineering Works 
Chas. B. Coxhead 

Crocker Wheeler Co. 
Dazey Churn & Mfg. Co. 
Dominion Electric Mfg. Inc. 
The Du-All Mfg. Co. 
Edwards & Co. 

The Enterprise Mfg. Co. of Pa. 
Forman Bros. Inc. 

General Electric Co. 
Gibralter Mfg. Co. Inc. 

A. C. Gilbert Co. 

Glass Coffee Brewer Corp. 
Hamilton Beach Co. 
Hankscraft Co. 

Hill-Shaw Co. 


At the 


Alliance Mfg. Co. 

Aluminum Goods Mfg. Co. 
Anderson Products Co. 

Apex Rotarex Corp. 

Armstrong Products Corp. 
Bersted Mfg. Co. 

Chicago Appliance Co. 
Chicago Electric Mfg. Co. 
Chicago Motocoil Corp. 
Crocker-Wheeler Elec. Mfg. Co. 
Crown Stove Works 

Delco Appliance Co., Fan Division 
Dominion Electric Mfg. Co. 
Easy Washing Machine Co. 
Empire Electric Co. 

Enterprise Aluminum Co., The 
Evanoil Div. Evans Prod. Co. 
Evans Prod. Co. 

Florence Stove Co. 

Forman Bros., Inc. 


Frigidaire Div. General Motors Sales Corp. 
Gale Prod. Div. Outboard Marine & Mfg. 


Herschede Hall Clock Co. 
Inland Glass Works, Inc. 
Knapp-Monarch Co. 
Landers, Frary & Clark 
Made-Rite Corp., The 
Manning Bowman & Co. 


The Hobart Mfg. Co. 

Knapp Monarch Co. 

|. Levy Sons 

McGraw Electric Co. 

Mello Chime & Signal Co. 
National Enameling & Stamping Co. 
National Stamping & Electric Works 
Naxon Utilities Corp. 

NuTone Chimes, Inc. 

Plant and Lederman 

Porcelier Mfg. Co. 

The A. E. Rittenhouse Co., Inc. 
Samson United Corp. 

Steem Electric Corp. 

Steinmetz & Kelly 

A. W. Stern, Inc. 

Stern-Brown, Inc. 

Superior Electric Products Corp. 
Ultra Violet Ray Laboratories, Inc. 
Vidrio Products Corp. 


Merchandise Mart 


Master Electric Co. 
Metal Ware Corp., The 
Mirro Aluminum Co. 
National Enameling & Stamping Co. 
National Sewing Machine Co. 


National Silver Deposit Ware Co., Inc. 


Naxon Utilities Corp. 
Nelson Machine & Mfg. Co. 
Northern Electric Co. 
Nye-Scurlock, Inc. 

Ponsell Floor Machine Co. 
Porcelier Mfg. Co. 

Proctor Electric Co. 

Red Seal Appliance Co. 
Revere Clock Co. 

Rival Mfg. Co. 
Robeson-Rochester Corp. 
Samson-United Corp. 
Scurlock, L. H., Jr. 
Sessions Clock Co., The 
Smith, F. A., Mfg. Co. 
Somers, H. A., & Associates 
Stainless Steel, Inc. 
Steam-O-Matic Co. 
Steinmetz & Kelly 
Swartzbaugh Mfg. Co. 
Universal Electric Log Co. 
West Bend Aluminum Co. 
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addition the salesmen 


showmanshic snd me 


National Washer-lroner Wee 


numbe f entries. 675 photographs 
ops all former window display con 
Four classes of prizes, with seven 

» set up as follows: Class A, util 


es: Class B, appliance shops and 


C, furniture stores and all others. In 


who 





nominated entering merchants 


eceived prizes if their entrants won. Worth careful study are 
these twenty-one windows shown here Winners display 


rchandising ability in a high degree 
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$200 AWARDS 
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Barker Bros., Los Angeles, Calif. 


prize for utilities and department stores. 


Mai 
pr 











$100 AWARDS 


First Buffalo Niagara Electric Corp., Buffalo, N. Y. 


Second prize for utilities and department stores. 


n Appliance Co., Dayton, Ohio. First Urner's, Bakersfield, Calif. Second prize 


te for appliance shops and hardware stores. 





for appliance shops and hardware stores. 





Weis & Fisher Co., Rochester, N. Y. First Johnston Furniture Co., Marion, Indiana. 


prize for furniture stores and 


others. Second prize for furniture stores and others. 
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Vin Washer Week Contest 





$50 AWARDS 








Ohio Edison Co., Youngstown, Ohio. Third 


prize for utilities and department stores. 


x ¢ 
 *& 


ational Washed & lroner Week 





wa 


Vandevoort Hardware Co., Lansing, Mich. Third 
prize for appliance shops and hardware stores. 


Electric Supply & Sales, Rochester, N. Y. 
Third prize for furniture stores and others. 


=LECTRICAL MERCHANDISING—DECEMBER, 1939 


$25 AWARDS 


Nebraska Power Co., Omaha, Neb. Fourth 


prize for utilities and department stores. 


Watts-Sartor-Lear Co., Clarksburg, W. Va., Fifth 
prize for utilities and department stores. 


awtbatih DLE tet, 
RECREATION 


TAXATION 


.* MOOERN 


Connecticut Light & Power Co., Putnam, Conn. 
Sixth prize for utilities and department stores. 











Prize Windows in Washer Week Contest 
$25 AWARDS Continued 7 
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Otto Hermann, Inc., Glendale A. A. Peterson Thor Shop, Everett, Wash. Jackson Furniture Co., Oakland, Calif. 
Long Island, N. Y. Sixth prize Seventh prize appliance and hardware stores. 






Fourth prize furniture stores and other 


ba 
| a . 
ss 





Woodrum Outfitting Co., Charleston, W. Va Powers Furniture Co., Portland, Ore. 


Maxwell's, Greensburg, Pa. Seventh 


urniture stores and others Sixth prize furniture stores and others. prize furniture stores and others 








DECEMBER, 1939—ELECTRICAL MERCHANDISING 





The service men from all over held a separate con- 
vention of their own. Jerry Golton is making the 
speech 


“" y Y : 
Business need not be al! sorrow, Gus Treffeisen and Here is the first Extruded aluminum—made like 
Vice President F. A. Hiter seem to feel macaroni—being produced for refrigerators by Bohn 

Aluminum Company 


at Stewart-Warner Show 


\ CONGRESS 
l r ft , 


Harry Ellis, Philadelphia distributor, holds his con- At the right you see Joe C. Elliff, assistant to F. A. 
ind get versation until Joe Elliff gets his piece of pie down Hiter. Until recently he was with the Satevepost 


mented that 
igerators are 
January \ 
is outlined, 
llowed 90 to 
ith the idea 
» sell dealers 
delaying 
Orders 


, ” 
appliances 
ex 


Emphasizing 


“Quality 


yuston, Texas 
Newark, N. J 
Oklahoma ( itv; 


' 


‘sno, Calit 

Charles R. D'Olive, manager of the household appli- Left to right Gerald Hyde of the Griffith Distributing 

ance division, frankly told distributors and dealers Co., Indianapolis, Charley Hyde, Cincinnati, Bill 
he had something up his sleeve this trip Griffith, Indianapolis, and B. J. McGranahan, Toledo 





New this year was ‘'Quality Lane’’ in which Stewart- Sam Salzman of New York (right) is getting the low- 
‘ Warner showed all details of construction. Mr. Bar- down from Vice President F. A. Hiter 
Coming home on the stretch with al! the refrigerators clay is turning a stroboscope on the lubrication system 
introduced and Charlie D'Olive saying the last words 
Oliver Shaw comes up from Charlotte, in winter. 
Here is Ken Barclay, ex-Annapolis graduate, showing Here he is with G. R. Wood of Wood-Alexander, 


ips meditatively while Tom French ee” > ° 
P y what's inside the Dual-Temp refrigerator Hartford, Conn., and A. B. Dicus, Hayes-MacFarland 


The Peaslee-Gaulbert table. At right a Peasiee man plucks his m Fi 
of Louisville, M. D. Mosteller of Atlanta, and G. F. Puthuff of Jacksonville, Fia., listen in silence 





Bringing LYemonstrations 
to COUNTRY STORES 

















= 
et | 
Pe tp 
fects , ‘ : = ia 
aur Gt By Clotilde Grunsky 
N. orde to bri ng the dy intages deled following lemonst 
of the comprehensive store pro week, 
motion of electrical appliances to The dealer is obligated to fur 
the dealers in small rural communi a space approximately 10x10 ft. 
ties, the Sacramento division of the the counter, with some free area 
Pacific Gas and Electric Company, of | rounding it to accommodate the v 
which E. W. Florence is division ing crowds. Where possible his « 
manager, has instituted a cooperative nections for the gas or electric rang 
plan by which the power company car- (if he desires to have these includ 
ries these private “electrical exposi in the demonstration) are used, 
Marguerite Fenner, appliance counselor, presides over the booth as set up in a ee eens eee ae meee the power company will put ina 
Placerville. Many dealers would like to adopt the display as permanent. town, assisting the dealer to stage a porary connection if transformer 
how in his own store. cilities are conveniently  availal 
lhe program as outlined calls for a The emphasis of the demonstratio1 
tore “exposition” of electrical appli m small appliances, but any lars 
inces, lasting from two to four days, appliance which the dealer desire 
is the dealer may request. rhe power! included in the lemonstration. In 
ompany has a_ portable electrified almost every instance range and 
counter booth designed in sections so frigerator have been demonstrate 
that it can be transported with ease inde in some instances, water heat po. 
ind set up in a variety of combina- ind laundry equipment have also be 
tions to fit the space available on the — included 
floor Equipment Is t1 insported in the The power company furnishes t de. 
power company’s attractive electrified lemonstrator, either Miss Marguer 
trailer, designed to resemble a cottage Fenner, appliance counselor, or | 
m wheels, which thereafter is parked issistant, Mrs. Anne Smith, who 
in front of the dealer’s store through n attendance as the dealer desi1 
‘ ‘ mca 
ut the period of the demonstration, ifter ten o'clock in the morning. 1 
serving as an advertisement of the ippliances demonstrated are the d 
event going on inside the store. This er’s own and costs of operation 
s provided inside with adequate space also met by him Standard in en di 
for the bulky fixtures and also with demonstrations, however, are tw nufa 
The demonstration trailer in front of Cranston Bros., Woodland, Calif. cupboards which make ee Westinghous« electri a i food 
transportation of appliances or smaller are brought with th uunter al th ar 
items. which are kept always at cooking te label 
For a day or so in advance of the perature. Usually one item of a d n the 
event, the dealer sales promotion de-  ner—roast ham, vegetable dish, e im 
partment of the power company, of fruit pudding, is in the process tblici 
which John H. Schacht is manager cooking in one of the roasters, whi! Whe 
ind Rene Gentes, Jr. assistant, takes the other is kept available at the right ee 
ver the dealer’s store. Displays are temperature for baking icebox cookies wards 
rearranged where desirable; the store at a moment’s notice. These are kept on 
is cleaned up, even the windows _ ready in the refrigerator on a cook nuf 
washed, if necessary; appealing win sheet, while another sheet is ready nate 
dow displays are put in; the attractive which the roll of cookie dough ma event. 
blue and silver counter is set up in be sliced for storage and later us da 
the most advantageous location. Usu- This provides talking material f - 
ally this is somewhere toward the rear demonstrating uses of both the re tal 4 
f the store, so that visitors will have  frigerator and roaster An electrica! ; 
to pass through the main appliance corn popper is also kept always read ree 
displays in order to reach the attrac- and a bowl of popcorn is constant] The 
tion of the demonstrations. at hand for sampling. zes 
All this is in itself an education for Aside from these minor items, t] ole 
the dealer, resulting occasionally in a question as to whether or not th git 
store layout so much improved over public is to be given samples of the toute 
John H, Schacht, dealer sales promotion manager, René Gentis, Jr., dealer sales that formerly employed that it later is food cooked is up to the dealer, wh 1c NV 
representative, at the door of the trailer. This is used to transport the demon- idopted as permanent. In more than must provide the materials used lat 
stration equipment and is then parked for the week in front of the dealer's store. me case the entire store has been re- Canned milk and small hams have 
ELE 
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In Central California, Pacific Gas & 


Soves even 
vered foods 
m drying out! 














Mrs. Anne Smith explains the advantages 
of electric roasters to customers of 
Cranston Bros. store at Woodland, Calif. 
Note the flexibility of the counter units 
which can be set up to meet the space 
requirements. Each unit has a double 
outlet ready for use. Electrical connec- 
tions are made with the flexible cable at 
the base. 





















Electric Company makes it 


possible for rural dealers to educate their customers just as city 


dealers do. . .. 


A good example of power company cooperation 





donate ) ’ pective food 
ufacturers houg 10 mentio 
food names is used in connectiot1 
th any demonstrat Che fact that 
labeled in f the milk is placed 
the counter and that the ham bears 
mpt s the only 
iblicity give 
Where d t le s furnish thei 
\ do ¢ \ inge fo 
ving lu go tie rogress of the 
mstra | r cases the 
ifacture we used has 
ed h dav of the 
\ a 1 the range 
dd iWa ¢ prize it the 
$ tT ¢ \ It is figured that 
cost of food iterials used may 
e to as is $10 during the 
se of the f lay program. 
The power « pan furnishes 
es 11 th electric il 
kk book or a kitchen “gadge to 
Piven tree every ) in W rat 
ls In ) ¢ t ecelve ler git 
e visit ist sig ard testifying 
t she ) tne r the ipplian 
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lemonstratio Below her name is a 
st of the fourteen more usual appl 
inces found in the home which she is 


k to indicate those she 


isked to chee 


already possesses. It has been found 
that women are very ready to give 
this information, whereas they _hesi 
tate to state which appliances they do 


end the 
It has been found 


though in the 


lat in the course of a demonstration 
¥ this sort, almost every woman will 
interest in 
The demor 


strator notes this fact on the back of 


some one 


} ] } 
Of the appliances shown 


the card at the time of handing over 
the gift. Later these prospect cards 


are turned over to the dealer for fol 
low up. 


] 


Dealers are supposed to do special 


advertising in order to secure a good 
attendance at the 


event. Typical is 


the case of the dealer at Woodland, 
Calif., who ran two full-pages of ad- 
vertising and publicity announcing the 

l handbills 


event and also distributed 





‘nished by the power company 
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Special prospects and ut or tow! 
customers were written personal let 
ters, suggesting that they make the 


this pe riod 


effort to come in durin { 


to secure instruction Occasionally 

Postage and 
‘ther advertising costs are met by the 
dealer. 


Sometimes a 


slides are used. 


take ad 
event to ask for an 


dealer will 
vantage of the 
] 


yner demonstration trom his manu- 


facturer during the same __ period 
This goes on in front of the store. 
cooking and ap 
ation is staged in the rear, 
» that customers go from one to the 
other and take them both in as part of 
the same show. At times when an 
ly large group of housewives 
present, it is a convenience to be 
crowd between the 
two centers. 

\ttendance is apt to be largest dur 
ing the afternoon and as a rule divides 
itself naturally into groups of eig] 
ten, who are taken together through 


the demonstration talk Occasionally 





the attendance will be large enough, 
so that the demonstration must be con- 
ducted almost like a cooking school. 
It is preferred, however, to make the 
fewer 
allowing 


contacts with 
listening at any 


for personal questions. 


more personal, 
one time, 
It is from 

as iri | the ‘ial intere 
such inquiries that the special interest 
of the visitor is ascertained. 

The floor salesmen of the dealer are 
ot course always present during the 
period of demonstration and them- 
selves learn the methods of presenta- 
tion and the answers to 


which will later aid them 


questions 
in serving 
the needs of customers after the event 
is over. No 


the customet 


attempt is made to lead 


toward an immediate 


sale, but many of them do themselves 


yass from the role of listeners to that 
I 
yf purchasers \t this point, of 


course, the salesman takes over, clos- 
One dealer re- 
| heater and 
a refrigerator sold as a result of the 
in addition to small 


ing the transaction. 


orts three ranges, a water 


demonstration, 
appliances. 
The cost of the demonstration to the 
power company may come to $500 or 
$600—to the dealer the cost is simply 
that of advertising and food used. In 


many cases, this may not be more 
than from $10 to $25 One dealer 
who had fulfilled all his obligations 
in the matter, figured that in reality 
the show had not cost him anything 


For his manufacturers had donated 


the largest nart the f , r 
tile largest part ot thie 100 osts, 
while the advertising involved was not 
nuch gvreat t in Vnat w yuld ive 

: — ianaill 
cone ul I ) eguial ul r¢ iny 
how 

\tte lat i been rood. | 
, " 
| ict Ville vn Vas rie ot tiie 
larger rural communities, it reached 
ibout 360: in a small country town 
with a two-day demonstration, it was 
120 

The power company has two objec 


tives in this campaign; it hopes to 


educate the rural customer to a wider 


interest in electrical appliances —and 


hopes to educate the dealer, through 
example, to better 
arrangement, a 
f the 


appliance and a_— more regressive 





] 
Sales poss! 
Lit ] 
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saiesmansnip 
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The $25 a Week Family... 
A MARKET For BONEN 


Here Is An Economic Picture of Their Living Habits 








5 





an economy move—home canned 
vegetables and fruit 











] 


CLOTHING 








DOMESTIC SERVICE 


Kw-Hr Ave. Rate ©, Min. Bill ©), Bills Below Ave. Bill 

per Year per Kw-Hr. Customers Cost of Service per Year 

360 10¢ 20 50 $36.00 
T¢ 20 54 

701 49¢ 18 80 $34.77 








Plates are licked clean at mealtimes. Here is the remains of a meatless lunch 
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It's love in a cottage all right for young folks 
starting out these days on $25 a week or less 





OBERT A. NOWLAN, 3 
R' his wife, Marian, 26, 
young Mount Sterling couple 
consented rate how this 
come strata lives Bob had his fling 
1932 


couple 


when 
have 


in Chicago, returned in 
*s got hard rhe 
hree children, Bobby 5, and 
Martha and Mary, 2 
hei hon heated wit! 
Bob clan 
at »») 


house and possess in addition to two 


an old iron and 


burns 11 tons a 


have a four-roon 


mother gave 
a washing 
gallons of 
run thei 


weeks Insut 





their money a 
ther chunk 
magazines 
panion, Colliers, 


Home 





bill cus 
Mount 
serving 
provides both warmth and 
cooked food 


5 
=e Oe 
es 


= _™ 
Fears 
a "le 


. <2 ye 











—— | 


a 


_ 
poe 


Bilines & aottie 
An electrical refrigerator is this family's dream. Note the Saturday night bathtub 
hanging on the wall 








Every family in this income group does its own laundry 


The Nowlans like toast. This old toaster was given them by Mrs. Nowlan's mother 


i 
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THE LOW INCOME GROUP COOKS DIFFERENTLY 


THAN THOSE HIGHER UP THE LADDER 
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Under $300 $300t0 399 $400 +0499 $500 &over 
Food Expenditure per Year 
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tie iy, 
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seen that this group is a good customer 
for flour and lard, but lags far behind 
higher income groups on fresh fruits 


and juices, meats, and baked goods 
other than bread. 
RECREATION —That all work and no 


play makes Jack a dull boy is the hearty 


belief of the $25 a week family. Re- 
gardless of how hard the economic 


shoe pinches, there is always money 
for the old man’s tobacco or cigarettes 
ind ma’s movies. At 20c and 25c the 
Mount Sterling gets 
visited at least twice a month. There 
Cabin” in which a young 
girl friend 
a Cocoa Cola, and 


movie houses 


is the “Log 
" 


fellow can entertain his 


with a hamburger, 
dance by putting nickels into the slot 
f a radio record player. There is 
not nearly as much hard liquor con- 


sumed as five years ago 


AUTOMOBILES—One of the amazing 


facts is the degree of car ownership in 


the $25 a week or less group. A U.S 





this tremet 


eater. 


group is a 
Outside of 
women seem to try t 


though 
bread 


clothes, 


child 
few 
much sewing. There is not a g¢ 
deal of canning, and in cooking h 
lean 


frying hamburger or expensive cl 


wives appear to toward 4 


rather than economical roasts. Al 


one-fourth of the people is buving 
furniture or cars on time. All 
the women can afford perma 
waves, and some get them for t 
kids. Men smoke package cigarette 


instead of rolling their own. 


OPPORTUNITIES FOR THE SALE OF 
APPLIANCES —Consumption of toast 
well nigh universal; there is a market 
The waffle pancal 
baker has its place, pancakes bei: 
popular than in 
Electric irons ar 


for toasters. or 


much more 
moneyed classes. 
necessity, as are washing machin 
The electric pad has its place in t 


icv bedrooms of coal heated homes 

















Family 
Income 
Class 
$250 499 
749 
750-999 
1000-1249 
1250-1499 
1500 


1749 
1750 


1999 
2500-2999 
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HOW THE LOW INCOME FAMILY SPENDS ITS MONEY 


A study made in 46 villages in Pennsylvania, Ohio, Michigan, Wisconsin, Illinois and lowa in 1935-36 


Total 
$432 
656 
848 
1033 
1276 
1419 
1614 
2201 


Food Clothes 


$180 
253 
329 
376 
423 
456 
480 
570 


Hous- 
ing 
$71 

92 
114 
124 
140 
149 
164 
194 


House 

Oper 
$80 
105 
126 
148 
172 
186 
211 
273 


Furn 


& 
. Auto Trans. 


$14 
40 
50 
73 
148 
178 
215 
335 


Other 


Travel 


$1 


ooucusa— 


Per- 
sonal 
Care 


government survey of one Middle do baby bottle warmers Elect 
West group revealed that 66 per cent roasters offer economy and conve 
A FAMILY'S 3 MONTHS FOOD CONSUMPTION 
> 
— wo w 
2 F * § . UV & 
2 2° © 3 bo 5 
~ & Vv e 2 - 3 “s 
ss > g cv) ee 4 
se £2: < 7 Wy rv 2 “ eon % 
—_ =<~c SE © ° < 22 Ss o oe os 
Zz =§ oF 8 eS 2 85 3 & §&> $2 
28 es °c E , © BE v2 Eg Fh FF 
v i =. s £© $2 3c BY Sen to 8 
3 B35 s2 is $ § 3333 = 53 35 8? 
_ = = 3 A = 
>2 wes oodwke wa O89 2a 2a Oo KEI OG 
Doz. Qt. Lbs. Lbs. Lbs. Lbs. Lbs. Lbs. Lbs. Lbs. Lbs. Lbs. 
$2.50-$3.12 

Adults— 7.7 38 164 39 17 47 49 66 23 24 9 39 

2 adults, children 

under 16 years 7.4 41 136 36 17 49 40 46 20 24 2 40 

3 or more adults: 

children under 16 70 49 160 30 13 46 35 41 24 22 5 42 
ywwned cars and averaged 4,201 miles ence to this group, and the refriger- 
L year This is probably true in ator is a luxury looked forward t 
Mou Sterling, where this wage Radios particularly table sets, are 
group regards the car as a means of _ staples necessary to start housekeeping 
getting to and from work. Young with 
folks pile six or seven couple i Cal Deducting from a $1300 yearly 

1 share g line expens their come $390 for food, $132 for rent, $66 
Saturday nig date for coal, $42 for insurance and $1 
<4 ‘ ae ; 
, : for clothing you have $730 left to 

PERSONAL HABITS—TJhis group has rags Se ea oan ae ay 
ee ae ae ae oe ‘age spent for doctor bills, furniture a 
the toothbrush laDit, maathes once or . , - ° . 

; the like There’s anywhere from $6 
vice a week in round, galvanized tubs 9 ; : a 
as A 7 “ye : $63 of this ippliances if pro 

Dad frequently cuts the *hildren’s ‘ 14 

, ¢ eriv sold 
\ man who meets the public : oe 
ee LI Campaigns to sell this group must 
ives daily, otherwise semiweekly ‘ ar 
, stress the money saving ability of t 

MANAGEMENT —Oddly enough, the ippl ance, show how it fits in actua! 
less than $25 a week income tamilies conditions. No sense talking steal 
lo not take as many steps to economize broiling to a family that eats han 

light be expected. Gardens are burgers The $25 a week and le: 

not kept in many homes, and few have income group can absorb a_ gre 

ickens No many make bread, amount of home economist instructi 
1 planning and cooking, as it doesn‘ 

get the most for its money. Speci 

training lesigned to reach thes 

people and avoid the upper incon 

Taxes brackets will be most effective, th 

Play Edu- Gifts writer believes. 

Recre. Read- ca- Comm. Other The market is there—to sell it o1 
Av. ry ~~ wy — Item must talk the language of the grouy 
$4 8 5 2 9 $2 For in this world the appliance mus 
4 15 8 3 14 3 : 

15 19 10 21 4 compete with silk stockings, hig 
22 23 12 9 29 7 heeled shoes, movies, gasoline at 
33 25 14 9 40 9 other such items—and not with othe 
42 29 17 13 47 7 brands. Therein lies the situation at 
53 28 20 15 76 17 are es "7 tates 

87 38 26 25 101 17 the strategy. 
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A STORE Dy Une etrigeration 1 
E OF : , 
try was definitely coming to an end 
a we" 
the feeling of distributors and 
tal 1 1 q 
- ers present at the Chicago sales 
| vention oO! the Gibs mn | lectric 
7 
yerTrato ( rpo if n November 
. 27 8 | in audience depart nent 
‘ 1 
% tore puyers, di tribut rs and deale rs 
: » leaned forward and let thei1 pipe 
out in interest, F. E. Basler, sales 
é 
iger, showed the short new line 
é 
ting of seven ne lels, 4 to 7 
teet ize \ entirely new 
—— 
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- Here's F. E. Basler, general sales manager, 
as he was about to wind up the meeting. 
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Gibson Shows 
in CHICAG 





These gentlemen were all ears. Left to right is M. Krauss, Krauss Distributing Co., 
Cincinnati; Sol Ginsberg, L. Ginsberg Furniture Co., Des Moines; Ferd Wulff, sales 
manager, appliance department, L. Ginsberg, Des Moines. 
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iinet i es¢ ¢ it the show 

Some five new ranges were on dis 
play but thi being a_ refrigerator 

eeting, they were not stressed. 


\mong those who talked were 
Charles J Gibson, president, F E 
Basler, sales manager, J. L. Stephens, 
sales promotion manager, and G. \ 
Drumm, assistant sales promotion 
manage! 

Companion meetings were held l 
San Francisco November 27 and 28, 
\tlanta December 4-5, and New York 
City show will wind up the introduc 


tion December 27-28 


So fascinated in the new line they forgot to look at the birdie. 





Left, Charles J. 


Gibson, president, and Jack L. Stephens, sales promotion and advertising manager 


Here's a slice of the Northwest—Sam Abramson, sales manager Meyer 
Home Appliance Co., Meyer Lebotsky, president, Meyer Home Appliance 
Co., Milwaukee, and F. C. Hayer, of the F. C. Hayer Co., Minneapolis 
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Coming down the golden stairs are John B. Cava- 
naugh, Cavanaugh Co., Youngstown, Ohio, and 
Rudy Gerlinger, Gerlinger Equipment Co., Toledo. 





Bang! went the flashlight bulb and bagged Bill Brown, division sales manager in 
Chicago for Gibson; E. Ellingen, service department, Gibson; and L. W. Hamper, 
vice president 





A GOLLEGE AND A UTILITY 





TABLE 


I—REPORT OF THE LIGHTING PROGRAM 


IN TWENTY-SIX COUNTIES OF NEW YORK STATE 


(Reports made by Home Demonstration Agents and Home Service Supervisors) 


Reports from County Home 
Demonstration Agents 


Reports from 
Utility Cos. 





Dec. 1, Dec. 1, Dec. 1, Dec. 1, Jan. 1, 
1935 to 1936 to 1937 to 1938 to 1938 to 
Dec. 1, Dec. 1, Dec. 1, July 1, Aug. 1, 
1936 1937 1938 1939 1939 Totals 
Total Number of Meetings 
Held 97 235 268 360 1028 
Total Attendance at these 
Meetings 916 591 2050 4005 5947 13509 
Old Equipment Re- 
modeled 346 143 1374 ( 1916 ) 
New Equipment Pur- 
chased 111 142 70 1751 ( 2115 ) 
Other 85 170 853 35 1932 ( 5963 ) 
Total Changes Reported 9994 
4 LN busi i lege u sus (2) it impress¢ I upon them 
full fitably « the importance and the possibilities 


i pnw | Ne V 
| , 
k S i progra 
r ) it t\ mipa es 1 
t xt 1) ent of House 
\ t \ \ k State 
{ ey t i | ( orme 
¢ \ a ble resu ich a 
3000 ‘ eached id 
(MM) ing’ ) ed ‘I h wt by 
ire ed thre if th Q 


1 Lighting Program on an 
Educational Basis 


The C ollege Goes to the Utility 
Company 


) \ Margaret Nev t 

t ( 1) { the Niagara 
| ind Light Company 

. ) k ed part 
eve exten 

tt t erence tor home 

re t r Since that 

t r oiit vy i bee either a 
é te pa t tne ¢€ ten p! gTa 

usehold a Cornell or has 

ted pract Ilv every pha e of it 

it Syracuse had influ- 

t (1) it made the 

ling taff trie nbet ] ght n- 
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1 program that would feature ade 
uate lighting, and (3) it impressed 


ther with the need for immediate 
iction to get information to hundreds 
f families who would soon have elec- 


ity tor the first time 


Lighting Introduced to the State 
Extension Family 


The first job was to pass on the 
influence of the school to other mem- 
bers of the staff. To do that, adequate 
lighting was not only talked but dem- 

strated by the use of IES lamps 

1936, Miss Florence E 
Wright, extension specialist, 


| intro 
ubject to the pe ple of the 
tate by exhibits at Farm and Home 
Week, an annual gathering attended 
xy from ten to fifteen thousand farm 
d urban Lighting 
variety of ways 
interest but 


men and women 
wa presented in a 
vhich not only 


li 


aroused 
encouraged action. The space avail 
ible was a huge area on the fourth 
floor of the Home Ec momics build- 
ing. Walls were built, with the help 
of NYA _ students, 


and exhibit 


dividing it into 
furniture 
ind rugs were borrowed and curtains 


spaces ; 


were made. 

The first two booths inticipated a 
ossible objection to the program. Two 
rooms were shown and a sign be 
tween read “These rooms use the same 
amount of electricity”. Dark furnish- 
ings and old-style lamps were in one; 
light furnishings and modern lamps 
in the other. The exhibit pointed out 
conditions which a 


that many over 








Cooperate on|L 


homemaker has control are important 
factors in the amount of money re- 
quired to light a room for beauty and 
idequacy 


home-like 


The third booth was a 


living room, alive with color and 
light, in which every member of a 
family of six could have found a com- 


Four differ- 
ent types of lamps provided light of 


fortable spot of his own. 


the right kind and amount. The fur- 
niture was so arranged that each lamp 
served more than one purpose: A re- 


modeled bridge lamp lighted a lounge 


chair and child’s table: a wall lamp 
lighted the end of a couch and the 
child’s corner; a_ table lamp served 
the other end of the couch and an 
wcasional chair; and a three way floor 
lamp accommodated a_ comfortable 
chair by the radio and the desk. 

The school room in the next booth 
ittracted parents. A ceiling fixture in 
this room provided excellent indirect 


light. Walls were light in color, desks 
mov ible and adjustable, books had 
large print and the typewriter large 
] 


etters. Soft chalk was used for writ- 
ing on the board, and light-colored 
board 


in use and increased light 


window shades covered the 


when not 
reflection. 

\n “Old Lamps Exhibit’, sponsored 
by a farm publication, attracted visi- 
tors interested in antiques. Over one 
hundred entries were sent from seven 
northeastern states. 

These and the other exhibits re- 
quired cooperation and personnel from 
many groups of people, particularly 
utility companies through Miss Fran- 
ces Cantwell, lighting adviser of the 
Ithaca Office. It attracted the atten- 
tion of over 6,000 Farm and Home 
Week guests and awakened a light- 
consciousness which spread _ rapidly 
throughout the state. 





TABLE l|—REPORT OF LIGHTING PROGRAM 


New York Power and Light Company 
Central Division, Syracuse, N. Y. 


Jan. 1, 1938 through Aug. 1, 1938 


Number of meetings.......... 209 
Attendance...... » aisacie iy At 3076 
Number of home lighting surveys 

SE. sink nadia sca eee a 05 


Number of Call Backs thade to 


SL a tae Sas ewes Sa 
Results learned from Call Backs 
made to date: 
CS oc kn ccs awee es 1370 
New Equipment purchased.. 1632 
TOTAL RESULTS..... 3002 
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Rural Electrification Becomes 
Part of the Extension Program 


Following this exhibit, several fa 
tors contributed to the development 
a home lighting program. New York 
State is fortunate and unique in ha 
ing a State Conference Board of Far 
Organizations consisting of sever 


members representing the Grang: 
Federation, Dair 


man’s League, State Horticultural S 


Grange League 
ciety, State Vegetable Growers ar 
the Farm and Home Bureaus. Ab 
this time, one | 


person from each 


these organizations was chosen to 


na Rural Electrification Committe: 
a sub-committee of the State Confer 
Board of 
They elected their own chairman, 
this case the Grange 
Similar 
each county, often with the Grang 


ence Farm Organization, 
representativ« 
committees were set up 


The pur 
pose was to help develop interest 
rural electrification and to show rura 


families how to go about trying t 


representative as chairman. 


get electricity for their farms. Th 
Conference Board requested the Stat: 
Colleges of Agriculture and Hon 
with the new 
program in an advisory capacity. The 
Dean of the two colleges, Carl | 
Ladd, had long 


Economics to assist 


been 


of the College of Home Economics 
Miss Flora Rose, highly approved thx 
program. A college committee stud 
ied the situation and, with the hel; 
of the various departments concerned 
made suggestions to the state and loca! 
committees. 

Secondly, the Federal Extensior 
Office in Washington, as well as the 
state organization, recognized Rural! 
Electrification as part of its progran 

As a third factor, utility companies 
and the college began at this time t 
bring their programs together. Thx 
election and active participation of 


chairman representing home service 


supervisors was particularly important 

The Extension Department ot 
Household Art at Cornell felt a re 
sponsibility to help the women repre 
sentatives on county committees to at 
understanding of the possibilities o! 
the program and the part they could 
play. In June of that year, a three 
day Training School was_ give 
these women. County extension lead 
ers, home demonstration agents, hom« 
service supervisors and lighting super 
visors were also invited. Good light 
ing was approached from the stand 
points not only of the home but o 
schools, public buildings and high 
ways. Participation by groups wit! 
varied interests, and the broadening 
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working for 
rural electrification and the director 








ELEC 





y 


a 


pmMNeS 
ram 


ead 
ome 
per 
ght 
and 
t 
igh 
wit! 
ning 














[t was a new idea until the State College of Home Economics 
at Cornell worked with Niagara- Hudson Power & Light 


to spread the story of good lighting in the home 

















An example of good lighting for the classroom was one of the instructive exhibits incorporated in the college demon- 
stration rooms. Members of school boards and plain citizens were given a new understanding of good lighting. 
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By Ruth 


Home LIGHTIN 


A demonstration of balanced lighting for the home as it was built in the State College of Home Economics at Cornell. 
Thousands of home-makers have visited these exhibits which were arranged in cooperation with the power company. 








B. Comstock 


Extension Assistant in Household Art, 


College of Home Economics, 
Cornell University 


of the program to include home and 
community improvement were im- 
portant factors in the success of this 
school. 


Utility Companies and the Col- 
lege Arrange a Lighting Clinic 


When the Farm and Home Week 
of 1937 came there was still a prob- 
lem of reaching new consumers, but 
ways to do so had become simplified. 
A more challenging task, that of 
teaching eye conservation, had become 
apparent; to do this meant a long- 
time program which should reach 
every community and home in the 
state. The function of an exhibit for 
that year was not so much to arouse 
interest as to answer questions. By 
planning the exhibits as a lighting 
clinic, the person who did not have 
electricity could find ways and means 
of trying to get it and could see and 
handle different wiring materials, and 
the old consumer could receive help in 
remodeling and buying new equipment. 
No ropes extended across these ex- 
hibits; all the chairs could be sat in 
and all the lamps tried. People had 
become accustomed to the use of 
higher wattage, therefore now em- 
phasis could be put upon the amount 
of light in terms of foot candles and 
quality of light. 

The utility companies, through their 
rural service engineer, Maurice Nixon, 
whose office is at the College of Agri- 
culture, and the state chairman of 
home service supervisors, Miss Helen 
Smith of the Rochester Gas and Elec- 
tric Company, provided both personnel 
and exhibits for this clinic. Merle 
Skinner, vice president of the Buffalo 
Division of the Niagara and Hudson 
Light and Power Company made pos- 
sible several of the exhibits and ar- 
ranged for M. H. Lloyd, rural service 
engineer of the Buffalo Division, to be 
with the exhibits. Also the companies 
considered the undertaking sufficiently 
worthwhile to send fifteen of their 
ablest, best-trained lighting advisors 
to be in attendance at exhibits through- 
out the week. The excellent educa- 
tional work they did was more effec- 
tive than any other one thing to pave 
the way for a cooperative program. 
\s they talked with some eight thou- 
sand persons they demonstrated their 
wide knowledge and understanding of 
problems of home lighting, and they 
gave practical suggestions for the solu- 
tion of those problems. The people 
of the state realized that their utility 
companies could give information of 
importance to them. 

(Continued on page 44) 
































The terrace in front of the Cordiner 
home is softly lighted at night by illumi- 
nation from fluorescent units in the in- 
terior. The effect is comparable to moon- 
light Main living room is on the sec- 
ond floor opening on to a balcony. 


A Little 


Journey 
10 





Ralph Cordiner, at the desk in his private 
study, ponders new shaver promotions 


Electric chimes, located in the kitchen 


softly announce the presence of visitors. 













RIGHT 
To Mrs. Cordiner, the electric dishwasher 
and garbage disposal unit make house- 
keeping, even with servants, simplicity 
and beauty combined. 









































The president of Schick Dry Shaver 


takes possession of his new home in 
Fairfield, Conn., one of the most com- 


pletely electrified homes in the country 










ACK in 1922, Ralph Cordine: 

put himself through college sell 
ing electrical appliances and he has 
been at it ever since. After a period 
as commercial manager for a Pacific 
Power & Light division, he went to 
Hotpoint in Portland, Ore. where he 
subsequently became Northwest man 
ager for the company and_ finally 
Pacific Coast manager. Later, when 
Hotpoint’s heating device section 
moved to Bridgeport, Conn., Ralph 
vent with it and moved on up the 
line until he succeeded Charles | 
Wilson (now G-E president) as 
manager of the appliance and met 
chandise department of the General 
Electric Company. 

On August 1 of this year, he be 
came president of the Schick Dry 
Shaver Company in Stamford, Conn 
Chere, with typical energy, he has 
brought to bear all the fruits of his 
extensive experience in the appliance 
business and, in four-months’ time, 
upped employment 460 per cent, insti- 
tuted new and dramatic promotional 
campaigns on electric shavers. 

Recently, he took possess! m of his 
new home in nearby Fairfield, Conn. 
—a home which, characteristically, is 
one of the most handsome and thor- 
ough-going jobs of the residential 
electrical art. Here, with Mrs. Cor- 
diner and the four Cordiner girls, he 
has settled down—at least for a while. 


LEFT 


And what pictures of the Cordiner home 
would be complete without one of Ralph 
Cordiner using a Shick dry shaver? 
Fluorescent lighting on both sides of 
bathroom mirror give perfect illumina- 
tion. In addition, bathrooms are equipped 
with built-in sun-lamp units. 
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Lighting, of course, has been planned for utmost utility, convenience and beauty. 
Window lighting, cove and niche lighting, mirror lighting and portable lamps are 
all controlled by continuous relays in panels and mercury switches silently create 
any desired effect, 


The Cordiner laundry is all that a good G-E laundry should be. In the background 
note the kiddies’ dresses, the hamper, washer and set-tubs. In the foreground, the 


ironing board, flat-plate ironer. When there are four children in the family, the 


laundry more than pays for itself. 


This is a breakfast eye view of the kitchen. The big refrigerator, electric dishwasher, 
garbage disposal unit, toaster and mixer are plainly visible. An electric ventilating 
fan does not show. In the foreground is the range. Here is a kitchen built for 
service and convenience—and parties. 


The breakfast bar in the Cordiner kitchen is an inviting place to eat breakfast or, 
as shown in the picture to the right, a good place to hold parties in the evening. 
Sandwich makers, casserole, waffle-iron fit naturally in shelf below bar. 





ay 


iN > 


A corner of the great living room where the lighting art has been brought to bear 
to create dozens of beautiful combinations. Inspiration for the interior decorations 
and appointments of the home were furnished by Mrs. Cordiner whose planning 
resulted in many innovations. 


These pictures all being taken in the evening, we have here Miss Patricia about 
to retire. On the left is a radio, on the right the thermostat which she is setting 
for the right temperature for her electric blanket. In addition all four children have 
their own dressing tables and occupy a separate wing. 


Electric ranges in the Cordiner kitchen also sport a number of electric tea-kettles 
and a coffee-percolator. Speed and efficiency is the result when there are four hungry 
mouths to feed. At right, is a combination roaster-range, an experimental unit 
never brought to production. 


Roy Johnson, advertising manager of Schick Dry Shaver, Inc., lines up at the break- 
fast bar with Mrs. Cordiner. Formerly advertising manager of G-E appliances at 
Bridgeport, Mr. Johnson now superintends Schick's big Christmas drive. 
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Manufacturers and distributors are finding that duplica- 


tion of retail outlets does not necessarily mean greater 


sales volume; the York County study proves the point 








Too Many Dealers Y 


ARE THERE 


By ERNEST C. HASTINGS 


Thev are the dealers the manu- 
turer or distributor points to with 
| 
Phe ire irry the line They 
‘ <a 
ve it a fair amount of display and 
windows. They also do some adver- 


sing. But they usually carry a sec- 


ind third line which they treat 

wally well and which they would 
just as soon sell. There is no great 
valty or enthu n about any prod- 
beyond its profit possibilities. 
hey are often successful merchants 
I manufacturer 


would weiceme as his dealer. 

have a sample of the 
' a 

,e peen 5§ ld on Carry- 


ing it, but often have been sold on 


vr two others as well. Usually 
present the least desirable out- 

let They feel no loyalty to or en- 
usiasm for any it ’r manufac- 


Facts and figures plus years of ob- 





rva mn rove e 
xclusive reé present ition” to be neces- 
ry if the dealer for a maker is to 


group Usually 


” will run largely to 
sprinkling of 
ted sellers” will show 
preponderance of “ones” with a 
sionally ye may 


find a “five’ 


What about the salesmen in these 
three groups? The exclusive dealer 
variably has first choice in his com- 


unity. Only one line to learn. Com- 


petition is less vicious and more free 
from cut throat practices. The push 
udvertising and display by the 
“five” dealer makes selling easier. All 
vhich affords the salesman an op- 


t 
yortunity to make more money and 


make it easier, which he likes. 


When there is a policy of unlimited 


lealers the records will show at least 
fifty per cent of these sellers with no 
salesmen at all. Those of the other 


ordinarily the “has 


lity per cent are 


eens” the “never wasers” and the 
“never willbees”’. 

What does the consumer think about 
the three distribution policies. He 
doesn’t. He wouldn’t understand it if 
you tried to tell him about it. But, 
he is mighty interested in the repu- 
tation of the refrigerator or washer or 
other major applrances he buys. He 
wants to feel it is the best he can get 
for his money. He always associates 
it with the man from whom he bought 
it Sometimes it is pretty hard for 
him to justify in his own mind his 
appliance being sold by those whose 
business methods and ethics are known 
to be questionable, or by a retailer 
whose regular business is in no way 
related to electricals. 

hat is about enough general state- 
ments. Let us see if there are any 
facts or figures to bear them out. 
Suppose we go back to York, Pa., 
where we personally collected unas- 
sailable information about appliance 
selling. You probably remember the 
article on this subject published in 
the October issue of ELectricaL Mer- 
CHANDISING. 

York, Pa., is a typical electrical 
unit of merchandising with a city and 
county population of one hundred 
thousand. There are sixty-seven dealers 
listed but only thirty-six of them may 
be classed as active—that is, with a 
stock of merchandise, a floor on which 
to show it and at least one outside 
salesman. 

Dealerships range all the way from 
one exclusive to a manufacturer with 
eighteen. The latter means one out 
of every four in the county irrespec- 


tive of ability or standing sells this 
line. 

We'll use refrigerator figures bi 
cause they are more complete 
order to see what results were ob- 
tained. During 1938 there were two 
thousand and four sold. The retailer 
with the exclusive line sold four hun- 
dred and fifty of them. 

If you like percentages this man 
represents one and a half per cent of 
the total dealers but sold twenty-two 
per cent of all the refrigerators moved 
in one year in York county. But, it 
is even worse than that—or better de- 
pending or how you look at it—for 
the utility sold four hundred and te: 
units. Comparing sales of dealers 
only, this man with the exclusive fran 
chise sold over twenty-eight per cent 
of the total volume. 

Taking this dealer and the utility 
out of the picture we find averag: 
sales for each of the remaining deal- 
Elimi- 
nating the so called inactive dealers 
the annual total for each active one is 


ers to be just over seventeen. 


a fraction over thirty-two—less than 
three per month. 

Remember what we said about 
salesmen earlier in this article? Isn't 
our statement proven by these figures 
Of course we recognize the men sol 
other appliances but do not forget 
refrigerators are still the backbone 
of this appliance business. 

Also recall our contention the cus 
tomer likes stability of outlet. The 
utility sold four hundred and ten re 
frigerators with no “trade ins” except 
an occasional three or five dollars fo 
an old ice box just to get it out of! 
circulation. This, to me, is one o 
the most impressive facts in the entir« 
picture. 

(Please turn to page 46) 
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WESTINGHOUSE 
ACQUIRES THE FRONT 
COMPANY 


Will Be Branch of Its National 
Distributing Organization 
WHEELING, W. VA.—Bonnell W. 


Clark, president of the Westinghouse 
Electric Suj pply Company, has announced 


the purchase of the business of The 
Front Company, 26-year old electrical 
sup] ly house at Wheeling, West | 
Virgini 
The — many acquiring the Wheeling 
business is a subsidiary of the Westing- 
uuse Electric & Manufac turing Com- 
any and is a nat ional distributing organ- 
zation for electrical supplies, ipparatus 
und appliances. It is now operating in 
76 of the larger cities of the U1: ited | 
States 
In Wheeling, making arrangements 
the aceuleial yn of ine property, was 


Warren I. 


3ickford, district manager of 
1e Westinghouse Hectic Supply Com- 
of Pittsburgh. Mr. Bickford stated 
t S. S. Front, former president of the 
yt Company, would become a branch 
manager of the Westinghouse organiza- 
tion and the Front personnel would be 
retained with probable employment of 
more people as the facilities of the dis- 
tributing organization here are increased. 

The property involved in the purchase 
is a four-story building at 1117 Main 
Street. The first floor is used for dis- 
play and the remaining floors as offices 
and stockrooms. The basement, now laid | 
out for industrial and contractors’ serv- 
ice, has an entrance from Water Street, 
of the buildi 









in the 


rear 


NORGE ADVERTISING 
HAS NEW AGENCY 


DETROIT—The advertising and sales 
promotion account of the Norge Divi- 
sion, Borg Warner Corporation, will be 
handled by Seiler, Wolfe & Associates, 
Detroit advertising agency, according to 
a recent announcement by James A. 
Sterling, general merchandise manager of 
Norge. The appointment includes the 
advertising of the Norge Heating and 
Conditioning Division and the Detroit 
Vapor Stove Division. 

A. Walter Seiler will be the account 
supervisor and Ralph L. Wolfe, contact 
executive, 

, The agency of Seiler Wolfe & Asso- 

iates is an expansion and re-organization 
a Wolfe-Jickling-Dow, Inc. Mr. Seiler 
is president of the new agency and con- 
tinues as president of Cramer-Krasselt 

*o., Milwaukee, with which he has been 
identified for the past 15 years. 


Belden Pays 30c Dividend 
CHICAGO—A dividend of 30¢ on 


common stock has been declared by the 
3elden Manufacturing Company, Chi- 
cago, manufacturers of insulated wire. 
This is equal to 65¢ a share for 1939 com- 
pared to 20¢ a share in 1938 


ELECTRICAL MERCHANDISING—DECEMBER 


CHARLES E. WILSON ELECTED 
PRESIDENT OF GENERAL ELECTRIC; 
PHILIP REED, CHAIRMAN OF BOARD 


Gerard Swope and Owen 
D. Young Retire 


SCHENECTADY, N. Y.—Charles E. 


Wilson, executive vice president, was 
elected president and Philip D. Reed, 
assistant to the president, was elected 


directors of 
Company at the 
directors of the Company 
in New York City, November 17. They 
vill take over their new responsibilities 
January 1, succeeding Gerard Swope and 
Owen D. Young, who will become hon 
orary president and honorary chairman 
of the board, respe ctively. 

Charles E. Wilson, who 
career in business as an office 
age of 13, has been executive 
dent of the ‘lectric 
since December, 1937. It was a new 
position when he was appointed to it, 
after having been vice president in charge 
of General Electric’s appliance and mer- 
chandise department since 1930 


chairman of the board of 
the General Electric 
meeting of the 


began his 
boy at the 
vice presi- 


General Company 


Mr. Wilson was born in New York 
City on November 18, 1886. He began 
working as an office boy in 1899 with 
Sprague Electric, a former constituent 
company of General Electric. Since then 
he has served in practically every func- 
tion of the business and in many 


capacitie s 


Young and Swope 


He 


clerk, 


office boy 
accountant, 
and then assistant 
factory in 1914. 
that he was appointed 
In 1918, the year 
the conduit 
General 


went from 
facto ry 

manager, 

ent of the 


to shipping 
production 
superintend- 
Shortly after 
manager. 
transfer of 
business from Sprague to 
Electric, he became assistant 
general superintendent of the Maspeth 
L. L, and New Kensington, Pa., works. 
In 1923 he went to Bridgeport as 
managing engineer in charge of the con- 
duit and wire business, and two years 
later he was appointed assistant manager 
of General Electric’s 3ridgeport works. 
Here began his intimate association with 
the appliance business, and in June, 1928, 
he became assistant to the vice president 
in charge of the merchandise department. 
During this time Mr. Wilson devoted 
his principal efforts to the manufacturing 
problems of the department, and in 1930 
was appointed manager of the merchan- 
dise department i in charge of engineering, 
manufacturing and sales. In December of 
the same year he was elected a vice 
president of General Electric, and was 
one of the original members of the newly 
formed appliance sales committee of the 
company. In 1935 he was assigned the 
additional responsibility of directing all 
appliance activities, including refriger- 
ators, electric ranges, and other kitchen 
appliances, as well as air conditioning 
equipment. 


sales 
following 


Greet Successors 





Owen D. Young, 
Electric Company, greets Philip D. Reed, and Gerard Swope, president of G-E, 
greets Charles E. Wilson (right) following the announcement at the board meet- 
ing on November 17 that on January | Mr. Reed will succeed Mr. Young, and 
Mr. Wilson will succeed Mr. Swope. 
and Mr. Swope honorary president of the company, 


1939 


(left) chairman of the board of directors of the General 


Mr. Young will become honorary chairman 


| 
| 


Mr. Wilson is chairman of the board of 
the General Electric Contracts Corp.; a 
director of the General Electric Company 
and of the Monowatt Electric Corp., of 
Sage gr Electric Vacuum Cleaner 

Co., of Cleveland, and of Houses, Inc. 
He is also a director of the Edison Gen- 
eral Electric Appliance Co., Inc., of 
Chicago; Trumbull Electric Manufactur- 


ing Co., of Plainville, Conn., and the 
General Electric Supply Corp., New 
York. 


PHILIP D. REED 
Philip D. 


dent of the 


Reed, assistant to the presi- 
General Electric Company 
since December, 1937, was born in Mil- 
waukee, Wis., on November 16, 1899. 

He joined the General Electric Com- 
pany in its law department in 1926, one 
day before his twenty-seventh birthday. 
He holds degrees both in electrical en- 
gineering and law. He received his en- 
gineering degree from the University of 
Wisconsin in 1921 and his doctor of 
laws from Fordham University in 1924. 
He is a member of Tau Beta Pi, hon- 
orary engineering society. 

Mr. Reed’s first job began while he 
was still a law school student, taking 
evening classes at Fordham, and in 1922, 
before his graduation, he became vice 
president and patent counsel for the Van 
Heusen Products Company of New York. 
Before that he was patent solicitor for 
Pennie, Davis, Marvin & Edmonds of 
New York, and patent attorney for J. 
M. Van Heusen of Boston. 

He entered the General Electric Com- 
pany in 1926 as assistant to Vice Presi- 
dent C. W. Appleton of the company’s 
law department in New York. In 1928 
he was transferred to the incandescent 
lamp department, and from July 1, 1934, 
until his appointment as assistant to the 
president in December, 1937, he was gen- 
eral counsel for the lamp department. 

Mr. Reed is a director of the Bankers 
Trust Company of New York, General 
Electric Company, the Locke Insulator 
Corp., General Electric Contracts Corp., 
Houses, Inc., Electrical Securities Corp., 
and the Federation Bank and Trust 
Company of New York. 

He is married and has two children, 
and lives in Larchmont, N. 


F.T.C. Qualifies A.C. and 


Refrigeration Schools 
WASHINGTON, D. C—An order 


stopping advertising that there is a 
“great demand for graduates ;” that they 
procure employment for students and 
graduates unless such be a fact; and that 
their courses qualify a student for any 
position other than a mechanic; this is 
the gist of an order by the Federal Trade 


Commission issued Oct. 28 to Roy 
Hemphill, trading as Diesel Power- 
United Engineering Schools, Minneapolis 


and Kansas City. 


Respondents were also barred from 
representing through use of the word 
“engineering” that their courses qualify 


students as engineers 
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WINNERS IN HOTPOINT 
KITCHEN PLANNING 
CONTEST 
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Mich.; L. B. Pelzman, Simon Distribut 
ing Co., Washington, D. C 
Among Hotpoint Representa 
First prize was awarded to Henry ] 
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Third prize to F. J. Broucek, Cleveland 
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Barlow & Seeling Net $79,751 for 
3d Quarter 


The Barlow & Seeling Manufacturing 
Company, Ripon, Wisconsin, manufa 
turers of Speed Queen washers and iro 
ers, show net September 
quarter of $54,026.37 
for the Net earn 
ings for nine months were $191,137.58 
against $62,789.68 for the same period in 
1938, according to R. I. Petrie, president 
and general manager 


$79,751.22 against 
same period in 1938 


proht tor the 





Resigns 





Miss Lillian Eddy, home lighting 
specialist of the General Electric 
Company, and active in the elec- 
trical industry for the past 
decade, has resigned to go into 
private life where she is Mrs. 
Harry Edmund Rice. She will con- 
tinue her lectures at Columbia, 
however. 
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Hotpoint Judges At Work 





Gathered at Hotpoint headquarters in Chicago to judge kitchen remodeling 


entries in the Hotpoint 


"Trace-A-Plan for Profit" 


Contest, reading from left to 


right, around the table: Mary Meade, Cooking Editor, Chicago Tribune; Florence 


Sterling, President, Kitchen designers; 


Robert Blaines, Assistant Manager, 


Hot- 


point Kitchen Sales Division; David Sorgatz, Architect, Federal Housing Adminis- 
tration; L. A. Gliatto, Architect, Hotpoint Kitchen Sales Division; W. C. Stephen- 


son, Field Representative, 


point Press Bureau. 


Modern Kitchen Bureau; 


Hotpoint Home Economics Department; Frances Armin, 


Mildred Hickman, Director, 
Assistant Director, Hot- 


MODERN KITCHEN BUREAU EXPANDS | 
PROMOTIONS FOR 1940 CAMPAIGNS 


Details on Range, Water 
Heaters & Refrigerators 

Announced 
NEW YORK—The 1940 


and promotional plans of the 

en Bureau will be mate 
and increased, according to Harold L 
Martin, manager of the bureau. 

Four distinct sales promotions will be 
featured around which retailers, distribu- 
tors and utilities may plan their appli 
ance campaigns. These will include drives 
n the electric range, water heater, re 


advertising 
Modern Kit 


rially expanded 


frigerator and roaster 
The Range Campaign 
The electri range campaign will be 
built around an “Electric Range Review 


and the theme of the advertising and pro- 
motion will be “Electric cooking is fast 


as fire without the flame! Clean and 
Cheap—like electric light!” Heavy na- 
tional advertising has been scheduled 


throughout the coming year and will ap- 
pear in the Saturday Evening Post on 
May 4 and 18 and June 8; Better Homes 
and Gardens in March, May, July, Sep- 
tember, and November; and McCall's 
Magazine in April, June, August, October 
and December. 

The Bureau have produced a plan book 
that tells the entire story of how to 
onduct an electric range review and in- 
cide ntal tie-in pieces include: a window 
vanner done in full color photography; a 
series of six display sheets for walls and 
windows; two direct mail folders; letter- 
head stickers; reprints of two-color na- 

onal ads; jumbo blow-up of full-page 
ad in the Saturday Evening Post; series 
of 20-50 and 100 word radio spot an- 
lwuncements 


The Water Heater Campaign 


Walt Disney’s Donald Duck has been 
put under contract as the theme in water 
heater advertising and promotion. Theme 
of the campaign will be “Life is duck 
with clean, safe, care-free electric 
water heating.” Ads will be run in Better 
Homes and Gardens every other month 
beginning February, 1940. 

Here also a complete plan 
available describing the campaign. Four 
contests will feature the water heater 
drive: A window display contest; a re- 
tail salesman’s contest; a newspaper con- 
test; and an over-all utility contest. Other 


soup 


book is 


promotional material, to be made avail- 
able for the Modern Kitchen Bureau will 
include a Donald Duck window banner; 
a series of four display sheets utilizing 
the Donald Duck theme; 2 direct mail 
newspaper ads; a consumer book- 
let to be used for sales training and radio 
announcements. A 24-sheet poster is 
also available at $3.00 


—! 


s pot 


The Refrigerator Campaign 


MKB refrigerator 
will stress the new 
models and the slogan will be “Twice 
the Value at Half the Cost!” Compari- 
sons will be made of 1940 refrigerators as 
compared with old models. A plan book 
gives the complete details of conducting 
a 1940 refrigeration drive and the usual 
amount of collateral promotional mate- 
rial such as window banners, consumer 
folders, newspaper ads and 24-sheet poster 
will be available. 


MIDWEST BUYS 
ONE MINUTE 


KELLOGG, IA.—AlIl the machinery, 
assets and equipment of the One Minute 
Washer Company, located for the past 41 
year at Newton, Iowa, have been pur- 
chased by the Midwest Metal Stamping 
Company of Kellogg, Ia. and the One 
Minute business will be operated in the 
future as a division of that company, 
according to Charles Bassett, executive 
vice president of the washer concern. 

The Midwest Metal Stamping Com- 
pany with 80,000 square feet of factory 
space. have been identified with the washer 
field for many years, supplying stampings 
to various manufacturers. The company 
is under the direction of A. C. Holmdahl 
and employs over 200 men. Carl Bergman, 
son of the founder of the One Minute 
Company, retains his position as sales 
manager of the company. 

New One Minute washer models have 
been brought out and the factory is under 
full production on a full-time basis. 


The theme of the 
campaign in 1940 


McGraw Electric Profits 
ELGIN, 


of $1,287,040, amounting to $2.72 a share 
for the 12 months ending September 30 
has been announced by the McGraw 
Electric Company. This earning com- 
pares to $764,582 or $1.51 a share for 
the 12 months ended September 30, 1938. | 


DECEMBER, 


ILL.—Unaudited net profits | 





UTILITY SPONSORS 
SUN-LAMP DRIVE 


NEW YORK—Consolidated Ediso: 
Company of New York, Inc., has an 
nounced that it will sponsor a campaig: 
on sun lamps during January and Feb- 
ruary 1940. The three manufacturers 
participating in the activity include Gen 
eral Electric Company, Sperti Electric 
Manufacturing Company, and Westing 
house Electric Supply Company. 

The lamps and the electric timers that 
are used with them will be specially priced 
during the campaign and will be offered 
on deferred payment terms as well as 
for cash. 

Details of the campaign were given 
out at a luncheon meeting attended by 
representatives of cooperating dealers and 
department stores throughout the System, 
and manufacturers and distributors. 

Orders taken in Consolidated Edison 
showrooms or by the System’s repre- 
sentatives will be routed through the 
manufacturers to the cooperating dealer 
nearest the buyer’s residence. 

The campaign will be supported with 
extensive advertising in newspapers, bill 
enclosures, billboards, window and show- 
room displays and the like. 

F. Jeffe, vice-president, Consoli- 
dated Edison, also announced that the 
campaign now in progress on the G. E. 
combination radio-phonograph had shown 
results far beyond the original commit- 
ment of 50,000 sets and prophesied that 
the additional 55,000 sets available would 
be sold long before the original closing 
date of the campaign. 


G-E SETS UP NEW 
LAMP DIVISION 


CLEVELAND—Named 
General Electric lamp department’s new 
Nela Specialty Division is Charles F 
Strebig who served as sales manager of 
the GE Vapor Lamp Company before its 
recent merger with GE Incandescent 
Lamp Department. 

Mr. Strebig has the responsibility of 
promoting the following major products : 
neon glow lamps; mercury switches; 
and quartz mercury arcs. 

According to the GE lamp department 
announcement, Nela Specialty Division 
has been set up to handle those products 
which are either new and do not fit 
into regular lamp distribution channels 
or which have a limited distribution in 
specialized fields. 

Headquarters of Nela Specialty Divi- 
sion are located at 410 Eighth Street, 
Hoboken, N. a 


manager of 





Joins Apex 





Named personnel director for 
the Apex Electric Manufacturing 
Company, Cleveland, Ohio, John 
P. Mahoney, formerly vice-presi- 
dent in charge of industrial re- 
lations at the Bendix Products 
Corporation, took over his new 
duties last week. 
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2,000 RANGES 
IN NINE MONTHS 


ATLANTA—With refrigeration sales 
lagging slightly behind for the nine 
months of 1939 compared to the same 
period for 1938, Georgia Power is able 
to point to an increase of over 200 units 
in range sales for the same period. In 
addition, water heater sales are up, 
washer and ironer sales, space heaters 
and irons. 

Figures on many appliance lines fol- 
WwW: 





Appliance 1939 1938 
Ranges 2,003 1,784 
Refrigerators 3,054 3,214 
Water Heaters 1,428 1,080 
Washers ..... 721 644 
lroners  .. 105 112 
Mazda Lamps 360,494 366,801 
Portable Lamps 7,380 8,071 
Cleaners 407 640 
Health Lamps 60 47 | 
Water Pumps 227 262 | 
Space Heaters 470 361 
Grills, Hot Plates 809 773 
Hand Irons 11,691 10,105 
Heating Pads 1,095 669 
Percolators 2,470 2,843 
Toasters 1,158 1,958 
Waffle Irons 1,496 1,390 
Roasters, Cookers 297 524 
Ventilating Fans 510 265 
Portable Fans 3,811 3,360 | 


Appliance Sales Up 34% 
In Birmingham 
BIRMINGHAM, ALA.—Birmingham 


is 34 per cent ahead in sales of resi- 
dential electric appliances over last 
year according to figures for the first 
three quarters of the year compiled 
by the Birmingham Electric Company. 
Sales totaled $2,861,161, compared with 
$2,195,532 for the same period in 1938 
and of this amount the dealers gar- 
nered in 97 per cent, leaving only 3 

per cent of the sales for the utility 
Every quarter of the year was bet- 
ter than the preceding one, the first 
quarter showing a 11 per cent increase, 
the next quarter 25 per cent and the 
third quarter 34 per cent. Radios were 
showing a 72 


the selling sensation 


per cent increase and for September 
went ahead of refrigerators in dollar 
volume. However, for the year, re 


frigerators with a 37 per cent increase 
produced the most dollar volume. 

In percentage of sales attic fans 
were highest with 119 per cent in- 
rease and coal stokers next with 115 
per cent increase, offering great pros- 
pects for the future, although dollar 
volume this 


year was comparatively 

small. Washers were 34 per cent 

ahead and small appliances 25 per 
cent. 

Sales figures on leading domestic 


appliances follow: 


Units sold Units sold 


9 Months 9 Months 

Appliance 1938 1939 
Refrigerators 4,406 6,021 
Radios . 7,497 12,898 
Washers .. 1,761 2,364 
lroners 192 194 
Water heaters . 70 74 
Ranges ...... 629 776 
Attic fans , 80 175 
Coal stokers and oil 

burners ; 265 569 


Maytag Net $234,981 for 
3d Quarter 


NEWTON, lIOWA—Report of the 
Maytag Company for the September 
quarter was net profit, $234,981 against 
a net profit of $236,327 in the third 
quarter of 1938. For the nine months 
ended September 30 the net profit of the 
Maytag Company was $798,659 compared 
with $322,150 earned in the first 
months of 1938. 
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Meade, Nichols and Walker Receive 
James H. McGraw Awards For Year 1939 


Cooperation, ‘Contractor's and Wholesaler's Medals 


Presented for Outstanding Achievements 


NEW YORK—Three industry figures 
received the James H. McGraw Awards 
for Electrical Men recently, according 
to announcements by Earl Whitehorne, 
secretary of the Committee on Awards. 

The Medal for Cooperation went this 
year to Harold E. Meade, vice-president 
of the New Orleans Public Service Co., 
“in recognition of his constructive con- 
tribution to the advancement of co- 
operation in the electrical industry, 
through the development of a program 
for the education of dealers’ sales people 
in New Orleans. Beginning with the pro- 
motion of lamps and lighting equipment, 
it embraces domestic and industrial sales 
and has become the impulse of a nation- 
wide sales training program, benefitting 
dealers, wholesalers and manufacturers.” 

The committee of judges which 
awarded the medal to Mr. Meade con- 
sisted of B. W. Clark, president, West- 


inghouse Electrical Supply Co.; D 
Hayes Murphy, president, the Wiremold 
Co., Hartford, Conn.; S. J. O’Brien, 
president, S. J. O’Brien Co., New York; 
and P. H. Powers, vice-president, West 
Penn Power Co., Pittsburgh, Pa. 


Contractor-Dealer's Medal 


Ralph M. Walker, president of the 


Walker Electrical Company, Atlanta, 
Ga., received the James H. McGraw 
Award for Contractor-Dealers “in rec- 
ognition of his contribution to the con- 
tracting branch of the electrical indus- 
try, through his long and consistent pro- 
motion of a better understanding among 
electrical men of the principles under- 
lying fair trade policy and the practical 
benefits of fair dealing.” 

Presentation of the award was made 
at the annual banquet of the National 


Electrical Contractor’s Association in 
Philadelphia. The committee of judges 
consisted of Harry B. Frazer, H. B. 
Frazer Co., Philadelphia; R. W. Mc- 
Chesney, Harry Alexander, Inc., Wash- 
ington, D. C.; R. N. Norris, Morris 
Engineering Co., Pittsburgh; and J. M. 
Richardson, Richardson-Wayland Elec- 
trical Corp., Roanoke, Va. 


The Wholesaler's Model 


Louis M. Nichols, comptroller of the 
General Electric Supply Co., Bridge- 
port, N. Y., was the winner of the 
James H. McGraw Award Wholesalers 
Medal for 1939. The award was made in 
recognition of “his contribution to the 
advancement of the wholesaling branch 
of the electrical industry, through his 
comprehensive study of the cost of dis- 
tributing electrical products and _ his 
supporting counsel to the Commodity 
Committees of the National Electrical 
Wholesalers Association.” 

The committee of judges which 
awarded the medal to Mr. Nichols con- 
sisted of W. J. Drury, eastern district 


manager, Graybar Electric Co., New 
York; L. >. Latham, vice-president, 
E. B. Latham & Co., New York; C. 


McKew Parr, president, Parr Electric 
Co., Brooklyn, N. Y.; and Walter Wil- 
liamson, vice-president, Westinghouse 
Electrical Supply Co., York. 


N e WwW 


Westinghouse Holds a Fluorescent Lighting Conference 





Examining an exhibit of fluorescent lamps: 
D. W. Atwater, Westinghouse Lamp Di- 
vision; L. H. Graves of Curtis Lighting, 
Inc., 1.E.S. president, and A. B. O'Day, 
General Electric Co., Cleveland, O. 





Pictured, left to right, are Miss Myrtle Fahsbender, Westinghouse home lighting 
specialist; Miss Erna Fisher, of the Hartford Electric Light Co., Hartford, Conn.; Miss 
Caroline E. Horn, of Electrical Testing Laboratories, New York, and Miss Virginia 


Skinner, of the Queensboro Gas and Electric Co., Far Rockaway, L. |. 


Miss Skinner is 


chairman of the New York Section's Residence Lighting Forum. 








Photographed examining a new fluorescent fixture, left to right, were M. D. 
Gruber, of Gruber Brothers, New York; Frederick Schwartz, Artistic Lamp 
Manufacturing Co., New York; Carl Goldman, Reno Sales Co., Brooklyn; 
Frederick S. Kinsey, Northeastern District Manager for the Lamp Division; 
F. J. Quayle, Quayle Electric Supply, Brooklyn, and Jack Gibbs, Square 
Electric Supply, Jersey City. 


1939 


tional 





Inspecting a display of fluorescent lamps were H. G. 
Clum of the Jersey Central Power & Light Co., na- 
treasurer of the 
Society; C. E. Greenwood, commercial director of the 
Edison Electric Institute, New York, and J. H. Kur- 


Illuminating Engineering 


lander, Westinghouse lighting engineer. 
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“WE'RE SURE 
OF THE RESULT 


Waste we call ola them 


to design a 


VACUUM CLEANER 
MOTOR” 





That’s the way one vacuum cleaner manufacturer put it. 
Our engineers had just designed a highly satisfactory motor 
for his new model and, in the course of their work, suggested 
several refinements in the vacuum cleaner itself. We appre- 
ciate the manufacturer’s praise—particularly since the 


servic e we rendered was not an unusual one for us. 


Working with vacuum-cleaner manufacturers on their 
motor problems is our specialized business—has been since 
1915 (when this company was organized as the Domestic 
Electric Company 


Over the years since then many vacuum cleaner manufac- 
turers have learned that, when they come to us, they get 
what they want when they want it. There are no branch 
offices, interdepartmental barriers or other red tape to 
wade through. The men who run our business are long- 
experienced vacuum cleaner motor engineers who work 
directly with the vacuum cleaner manufacturer, tackle the 
motor designing job immediately, get it done quickly, get 
it done right 


(And our plant facilities are extensive enough and flexible 
enough to reduce to a minimum the time between approval 
of the motor design and delivery of the finished motors— 
in quantity—from our production line. 


When it comes to making satisfied customers, you can’t 
beat Black & Decker Motors. Long years of satisfactory 
service—and the continued patronage of leading vacuum 


cleaner manufacturers—prove that beyond any doubt. 


BLACK & DECKER 





THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


Specialists in the Design and Application 
of Universal Motors 





aa 


H. N. Brown (center) Hall Hardware, 
Minneapolis, congratulates first prize winner 
in Briggs & Stratton dealer contest, E. E. 
| Dunton, left, of Annandale, Minn., and R. E. 
Fosdick, right, of the Automatic Washer 
Co., grand prize winner in the washer manu- 








And Here Are the Winnahs! 


Grand prize winner in Briggs & Strat- 
ton's farmer “Quiz contest, Mrs. 
Wm. Westrup of Annandale, Mich., 
gets a check for $750 from Lee 
Archer, advertising representative of 
B & S. She got the washer too, as a 


facturers salesmen's contest. 


state prize. 


WASHER DEALERS WIN PRIZES 
IN BRIGGS & STRATTON CONTEST 


$2,200 Awarded in 53 Prizes 


MILWAUKEE, WIS.—Dealers in all 
parts of the country have recently re 

ived cash awards in the Briggs & 
Stratton “Quiz” Contest. This prize 
money went to those dealers whose sig- 
natures appeared on the winning entries 
in the Farmer “Quiz” Contest, conducted 
by Briggs & Stratton Corp. of Milwau- 


Kee 

The contest provided 53 cash prizes 
amounting to $2,200.00 to washing ma 
hine de ilers. 

First prize, $300.00 in cash, went to 
E. H. Dunton & Son at Annandale, Minn. 
[his award was made because this dealer 
signed the prize-winning entry in the 
irmer “Quiz” contest sent in by Mrs 
Wm. Westrup of Annandale, Minn., 
ite 2, Box 7 
There were four other grand prizes for 
lealers. The amounts of these prizes and 
lealers were: $250.00 to Eaton Norge 
Sales, Eaton, Ohio; $200.00 to R. J 
Gieselman, Sterling, Colo.; $150.00 to 
Postena Bros., New Era, Mich.; and 
$100.00 to Fay E. 
il 

Similar cash awards were also made to 
yse washer manufacturers’ salesmen 
vhose dealers won prizes. $300.00 to 
R. E. Fosdick, representing Automati: 
Washer Co.: $250.00 to P. H. Puffer. 
representing Norge Corp.; $200.00 to R 
Jennings, representing Beam Mfg. Co.: 
$150.00 to H. Van Anrooy, representing 
Barlow & Seelig Mfg. Co., and $100.00 


1 


Hoskins, Plainville, 





J. Groshans, representing Horton 
Mtg. Co 
Other dealers who received State 
Prizes ish awards of $25.00 each, are 
is foll \ 
Ala r. E. Glenn Co., Trussville 
\riz.—Grabe Elec. Co., Tucson 


\rk.—Sears Roebuck & Co., Little Rock. 
Calif.—Central Elec. Co., Watsonville. 
Conn.—Leary’s Inc., Windsor Locks. 
) Geo. H. Waples, Milton 
Fla Pensacola Hdwe. Co., Pensacola. 
Idaho—J. H. Wright, Salmon. 
Ind Armstrong Landon Co., Kokomo. 
lowa—Joe E. Messerli, Monticello. 
Kans.—Gamble Store No. 181, Salina, 
K Elliott Hdwe. Co., Lancaster. 
x. Olinde Hdwe. & Supply Co., Baton 
Rouge 
Me.—O. N. Merrill, Ellsworth. 
Md.—A. D. Naylor, Oakland. 
Miss.—Wright & Sandidge, Canton. 
Mo.—Sears Roebuck & Co., Springfield 


Mont.—Farmer’s Union Oil Co., Sun River. 


Nebr L. O. Dowers, Kearney 
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N H Merrimack Farmers Ex., Peter 
N. J Montgomery Ward, Bridgeton. 
N. M El Mondelo Hdwe. & Furn. Co., 


N. Y¥.—Russell M. Bradley, Franklir 
N. C.—Stowe Merc. Co., Belmont. 
N. D.—M. O. Hellickson Hardware, Tower 


Cit 
Okla Westerr Aut Assoc Store, Ana 
ark 
Ore Henry A. Schroeder & Sons, Myrtle Pt. 
Pent —Harry A. Taylor, Mansfield. 

s C.—Montgomery & Crawford, Inc., 

Spartanburg. 

» Dv Perman Hardware, Greenway. 
Tenn.—Patton Hardware Co., Kingston. 

Tex Smith & Tomlinson Co., Hillsboro. 
Utah—Gamble Store Agency, Nephi. 
Vt.—Montgomery Ward, Burlington. 
Va.—Radio Elec. Appliances, Nicklesville 
Wash.—Sears Roebuck & Co., Bellingham 
W. Va Strider’s Furniture Store, Charles 

I wn 
Wis.—H. F. Klosterman, Platteville 
Wyo.—Gamble Store Agency, Worland 


Many other dealers profited from in 
creased sales of gasoline powered wash- 
ers as a direct result of this Farmer 
“Quiz” Contest, as indicated by sales 
records showing over 45% increase in 
gas washer sales during the two months 
of the contest. 

This Briggs & Stratton “Quiz” Contest 
was unusual in several respects. 

First, it was a contest held exclusively 
for farm people—and only those were 
eligible who actually lived in farm homes 
that were not using connected high-line 
electric service. 

The contest was aimed to bring to farm 
people a greater realization that just be- 
cause a farmer doesn’t have electric high- 
line service does not mean that he or his 
wife is denied the conveniences, the com- 
forts and economies of modern home 
appliances such as washing machines. It 
was pointed out that practically every 
one of the many home electrical appli- 
ances are also available today powered by 
small, efficient gasoline motors. 

And that those gasoline powered appli- 
ances are just as modern, just as easy to 
operate, as electric models—in fact, they 
are usually built exactly the same, de 
signed the same, and have the same fea- 
tures. 

The contest stressed the fact that three 
out of four U. S. farm homes still do not 
have electricity and that farmers can buy 
gasoline powered appliances today that 
are built so that at any time in the future 
they can be made over into electric models 
by simply removing the gasoline motor 
and installing in its place a small, inex- 
pensive electric motor. 
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Toastmaster 


Announcement of the promotion of 
two well-known members of the Toast- 
master Products Division has just been 
made by D. Scott Campbell, executive 
vice-president of the McGraw Electric 
Co. W. E. O’Brien has been appointed 
sales manager of the domestic appliance 
jepartment and B. M. Riker sales man- 
a er of the commercial equipment depart- 

,ent. Comprehensive plans for intensify- 
- the sales and advertising activities in 
both departments have made it desirable 

place a sales manager in charge of 
each, according to Mr. Campbell, who 
also announced the resignation of 
Gifford as of December 1 to enter another 
field 





W. E. O'BRIEN 


Mr. O'Brien brings to his new position 

wide experience in the merchandising 
f household wares. First connected with 
the Aluminum Company of America, and 
later with the Chicago Flexible Shaft 
Co., he joined the McGraw Electric 
Company sales organization in 1934, 
overing seven states on the Atlantic 
seaboard. In 1935 he was called to the 
ome office to assume the responsibilities 
9f assistant sales manager. In _ this 
apacity he has been closely associated 
vith the a of the outstanding 
dvertising and merc handising plans that 
ave been given a large share of the 
redit for Toastmaster’s consistent record 
f yearly sales increases. 





BURTON M. RIKER 


Burton M. Riker, newly appointed sales 
manager of Toastmaster’s commerci: oe 
equipment department, has served for the 
past two years as assistant sales manager 
in this division, which covers the im- 
portant hotel, restaurant, and institution 
market for Toastmaster commercial-type 
toasters, waffle-bakers, and roll-warmers. 
Prior to joining Toastmaster Mr. Riker 
was manager of commercial and indus- 
trial sales for the Rockland Light & 
Power Company of Nyack, New York, 
and before that was active in the promo- 
tion of commercial cooking, heating, and 
power s sales for Charles H. Tenney & Co. 
of Boston. As a member for the last 
twelve years of the National Commercial 
Electric Cooking Council, Mr. Riker has 
played a prominent part in promoting the 
use of electric cooking appliances in 
hotels and institutions. 
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Krich-Radisco 


John F. Dierkes, former sales repre- 
sentative of the Kelvinator Division, 
Nash-Kelvinator Corporation, has joined 
the Sales Department of Krich—Radisco, 
Inc., New Jersey Distributor for Kelvi- 
nator Products. 

Mr. Dierkes will be assigned the 
counties of Hudson and Bergen in New 
Jersey as territorial manager. 


Jenkins Music Company 


K. G. Gillespie, who was with the 
Stromberg-Carlson, Kansas City branch 
since "way back when, has been made 
manager of the wholesale radio and re- 
frigeration department for the Jenkins 
Music Company, Kansas City, Mo. 


Gimbel's New York 


Ralph Chipurnoi has been atin buyer 
of major appliances at Gimbel’s New 
York store, according to a recent an- 
nouncement. Formerly with Goldblatt’s, 
Chicago, as was Leonard Aschbach, also 
recently resigned from that organization, 
Mr. Chipurnoi will assume the position 
recently held at Gimbel’s by Julie Pome- 
rantz. Charles Dunn will continue as 
assistant buyer. 


Goldblatts 


Announcement is made of the resigna- 
tion of Sol Schanz as buyer of radio for 
Goldblatt Brothers in Chicago. He has 
been with this firm for the past five 
years, 





Rew Pasiticus of the Mente 





Williams Oil-O-Matic 


As a further step in its plans for 
aggressive merchandising and sales ac- 
tivity in 1940, the Williams Oil-O-Matic 
Heating Corporation announces the ap- 
pointment of Samuel F. Baker as general 
sales manager. In this capacity Mr. 
Baker will be directly responsible for 
Oil-O-Matic oil burner, Ice-O-Matic 
refrigeration, and Air-O-Matic air con- 
ditioning sales. 





SAMUEL F. BAKER 


After graduating from the College of 
Mechanical Engineering at the Univer- 
sity of Kansas, Mr. Baker spent a few 
years in engineering work. An intense 
interest in selling led him into the retail 
sales field. He joined the sales organiza- 
tion of the Ford Motor Company, and 
held the highest sales record of any man 
in the United States. He was the first 
Ford dealer appointed in Kansas City, 
Missouri, and was quite active in bank- 
ing circles and in civic affairs in Kansas 
City. 

Subsequent sales, sales promotion, and 
management experience has included ex- 
ecutive positions with well known na- 
tional manufacturers and companies in 
such varied lines as automobile trucks, 
batteries, dairy products, and heating and 
ventil ating equipment. Previous to his 
ing the Oil-O-Matic organization, Mr. 


joi 





Baker was general manager of an inter- 
nationally known stoker manufacturing 
concern. 


Good Housekeeping Stores— 
Chicago 


Aschbach, for seven years 
buyer of radio and major appliances at 
Goldblatt Bros., Chicago, has joined the 
Good Housekeeping Stores of Chicago 
as executive vice-president and director. 
Formerly the Levinson Radio Stores, 
Jules Levinson, becomes president under 
the new set-up. 


Leonard H. 


1939 


Blackstone 


A. J. Rheberg, with wide experience 
among washer dealers of the northwest, 
has been appointed representative of the 
Blackstone Mfg. Co., Inc., Jamestown, 
N. Y., for Minnesota, South Dakota, 
North Dakota and western Wisconsin. 
His headquarters is at 2005 Garfield Ave. 
South, Minneapolis, Minn. The Black- 
stone Company maintains a warehouse 
stock at Minneapolis. 





RHEBERG 


General Electric 


L. T. Blaisdell, commercial vice-presi 


i 
dent of the General Electric Company 


since 1936 with headquarters in Dallas, 
Texas, has been named manager of thx 
East Central District of the company, 


succeeding the late W. J. Hanley, 
ing to an announcement made by 
Shreve, vice-president. 

W. B. Clayton will succeed Mr. Blais 
dell in Dallas as manager of the Sout! 
western eens, 

P. Y. Tumy has succeeded A. L. Pond 
as manager of General Electric’s Mil- 
waukee office, effective immediately ac 
cording to an announcement by W. O. 
Batchelder, commercial vice-president. 
After 25 years of service as manager 
of that office, Mr. Pond has asked to be 
retired. Merritt Lawrence has succeeded 
Mr. Tumy in charge of the Grand 
Rapids office. 


ac cord 


E. O 


Appliance Department 


G. E. Drollinger, S. W. Sorenson, and 
Paul C. Wilmore have been appointed to 
new posts as appliance field representa- 
tives of the General Electric appliance 
and merchandise department according to 
a recent announcement. Drollinger will 
be electric sink and kitchen specialist in 
the Philadelphia district, while Sorenson 
and Wilmore will represent the house- 
hold refrigeration section, the former in 
the Minneapolis area, and the latter in a 
district yet to be named. 


Westinghouse Supply 


Joe R. Wells, store manager for the 
Westinghouse Electric Supply Co., Seat- 
tle, since 1923, has been named manager 
of the company’s newly-established branch 
in Tacoma, Washington, which branch 
was opened to the public on November 22. 
Announcement of the appointment was 
made by Dave Salsbury, Manager of the 


Seattle Westinghouse Electric Supply 
branch. 
He will be succeeded in Seattle by 


Ralph Sroufe, a Westinghouse employe 
for 20 years, who, as a salesman, cov- 
ered Alaska Territory. 

Prior to the opening of the Tacoma 
branch, The Westinghouse Electric Sup- 
ply Co. was represented in Tacoma by 
oe Love Electric Co. 





R. E. KRUMM 


Frigidaire 

Well known to the furniture trade, 
R. E. Krumm, formerly associated with 
the National Retail Furniture Associa- 
tion, in Chicago, has been appointed to 
the dealer development department ot 
Frigidaire Division, General Motors 
Sales Corporation, where he will contact 
furniture stores on a countrywide basis. 
Expansion of its contact with department 
and furniture stores is also announced by 
Frigidaire with the appointment of L. C. 
Truesdell, who will be assigned to na- 
tion-wide activity in connection with de 


velopment of department store dealers. 
Mr. Truesdell will work under Dan A. 
Packard, who is in charge of major 


dealer development. Previous to his ap 
pointment to this new position, Mr 
True ssdell was sales manager of Frigid 


aire’s Kansas City office 





L. C. TRUESDELL 


GE Supply 


Announcement has been made of the 
employment of N. L. Murphy and Jack 
Meany by the General Electric 
Corporation Chicago sales organization. 
N. L. Murphy will concentrate on radios 
and Meany will cover the northwestern 
Illinois territory, selling Hot Point major 
appliances and GE vacuum cleaners and 
radios. With the move comes the news 
that Bert Goodman has been advanced 
to assistant sales promotion manager. 


Supply 
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THOUSANDS OF DEALERS WILL ENJOY 
A MORE PROSPEROUS HOLIDAY SEASON 
BECAUSE THEY PROMOTED — AND SOLD 
THE ROYAL VACUUM CLEANER LINE! 


Mn. Decler- 


START THE NEW YEAR RIGHT — 
ROYAL'S “RED HOT" COMBINA- 
TIONS YIELD FULL PROFIT TO 
THE DEALER 












SEE THE COMPLETE ROYAL LINE 
—CHOOSE MODELS TO FIT THE 
NEEDS OF YOUR COMMUNITY 





coos nemeesrns 


MOUSEREE PING 






ROYAL DISTRIBUTOR 


PHONE: — TODAY — GET 


AWAY TO AN EARLY START! 





THE P. A. GEIER COMPANY 
540 E. 105th ST., CLEVELAND OHIO 
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Hygrade Sylvania 


Charles G. Pyle was appointed sales 
manager of Hygrade Lamp Division, 
Hygrade Sylvania Corporation, effective 
November lst, according to an announce- 
ment by F. J. Healy, general manager 
of the Hygrade Lamp Division. 





CHARLES G. PYLE 


Mr. Pyle fills the vacancy left by the 
retirement of S. N. Abbott, under whom 
he served for many years as assistant 
sales manager. 

Mr. Pyle’s connection with the Hy- 


grade Sylvania Corporation dates back 
to 1920, when he first joined the sales 
force. Since that time, he has served 


as district manager of Hygrade Lamp 
Division in many sections of the country. 


Schick Dry Shaver 


Ralph J. Cordiner, president of Schick 
Dry Shaver, Inc., has announced that 
Kenneth C. Gifford will assume the du- 
ties of general sales manager for the 
Schick Lomeeny on January Ist. 

Mr. Gifford resigned December Ist as 
general sales manager of the Toastmas- 
ter products division of the McGraw 





KENNETH C. GIFFORD 


Electric Co., of Elgin, Ill. Mr. Cordiner 
stated that Mr. Gifford’s long experience 
in the specialty appliance field well fitted 
him for the new expansion program of 
Schick Dry Shaver, Inc. He takes the 
place of Stanley Nowak who has re- 
signed, effective December 15. 

Mr. Gifford became connected with the 
McGraw Electric Co. and Toastmaster 
products in the spring of 1927. In 1932 
he was made general domestic sales 
manager and under his direction the com- 
pany’s sales have enjoyed substantial in- 
creases every year since then. Prior to 
joining the McGraw Electric Co. Mr. 
Gifford was sales manager of the domes- 
tic department of the Waters Genter 
Co., of Minneapolis, Minn., makers of 
restaurant and commercial electric equip- 
ment. 

In his announcement Mr. Cordiner 
stated that Mr. Gifford in addition to his 
duties as general sales manager at head- 
quarters in Stamford, Conn., will have 
complete supervision over the ‘Schick field 
sales force comprising 40 salesmen and 
zone managers with offices in principal 
cities of the country. With Mr. Gifford’s 
appointment it is planned to expand the 
sales activities and sales personnel of the 
Schick company. 


DECEMBER, 





Horton 


The Horton Manufacturing Company 
of Fort Wayne, Indiana, through gene-al 
manager Askerberg announces that Gr: y- 
don H. Taylor has joined the compan,’s 





G. H. TAYLOR 


sales force on the Pacific Coast. Mr 
Taylor has been appointed district mat 
ager for the San Diego territory. 


Philco Air Conditioning 
Harry Boyd Brown, merchandise man 


ager of the Philco Radio and Television i 
Corp., Philadelphia, has been named man- 





HARRY BOYD BROWN 


ager of the air conditioning division of the 
company, according to a recent announce 
ment by Larry E. Gubb, president. 


G-E Ranges 
John F. McBride, who has supervised 
advertising and promotion on General 
Electric ranges from headquarters dur 
ing the past two years, has been named 
field representative on ranges and water 
heaters for the company with head- 
quarters in Minneapolis. He will be part 





JOHN F. McBRIDE 


of the organization of T. B. Allen, G-E 
district appliance sales manager in that 
territory. In addition to covering that 
district, he will supervise the sale and 
promotion of ranges and water heaters in 
the territory of the G.E. Supply Corp. 
of Kansas City, working with distribut- 
ors and dealers. 
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FOR YOUR 
INFORMATION 


A retail salesmen’s club—called the 
“Schick 400”—has been formed by 
Schick Dry Shaver, Inc., according to 
Roy W. Johnson, advertising manager. 
The only qualification for membership 
is that the retail salesmen must use a 
Schick shaver. 


H. L. Barker, one of the pioneers in 
the washer business, is dead in Bloom- 
ington, Illinois. Starting with the 1900 
Corporation in 1907 he was later asso- 
ciated with Meadows. He is survived 
by his wife and two daughters. 


As a result of its “Blue Chip” activ- 
ity during August and September, the 
General Electric Company increased 
its sales of large porcelain-finish re- 
frigerators in the 12- and 16-foot sizes 
by 73 per cent, as compared with the 
same two months of 1938, A. C. San- 
ger, household refrigerator sales man- 
uger, has announced. This increase was 
all the more important, Sanger de 
clared, when considered in the light of 
a declining sales volume in the large 
size refrigerator market during the 
past two years 


J H. Vogel, recently appointed gen- 
eral works manager of the York Ice 
Machinery Corporation has just an- 
nounced a 10% increase in the hourly 
wage rate and a 40-hour week for fac- 
tory employees in the corporation's 
manufacturing plants at York, Penn- 
sylvannia, as a result of an agreement 
signed jointly by the management and 
factory employee representatives. 


Twenty-one thousand, two hundred 
and fifty-nine Norge products wert 
shipped to Norge distributors in Oc- 
tober, according to figures just re- 
leased by Howard E. Blood, president, 
Norge Division Borg-Warner Corpo- 
ration. This is 148.3% of the corre- 
sponding figure for October, 1938 


Announcement has been made by 
“Money” Toussaint of the Barlow & 
Seelig Manufacturing Company, that 
Good Housekeeping Institute has 
awarded its certificate of approval to 
the Speed Queen model B washer. 


The Philadelphia Electric Company 
has won first prize, a silver cup in 
the special contest conducted by the 
Public Utilities Advertising Associa- 
tion for the best planned and exe- 
cuted promotional program publiciz- 
ing the electric utilities exhibits at 
the New York World’s Fair. Clara H 
Zillessen is advertising manager of 
the Philadelphia Electric Company, 
and she is also a vice-president of 
the Public Utilities Advertising Asso- 
ciation. Miss Zillessen received the 
Josephine Snapp Award given by the 
Chicago Club of Advertising Women 
for the greatest contribution to adver- 
tising for the year 1937. 


The Woodrow Washer Company, 
formerly of Pella, lowa and later of 
Oskaloosa, Ia., has discontinued the 
manufacture of washing machines. But 
J. A. Vanderwal, who has been in 
charge of the parts and service de- 
partment of the company since 1926, 
announces that he has purchased the 
entire service department of the com- 
pany, moved it back to Pella, lowa, 
and is prepared to service and furnish 
all parts for all Woodrow washer 
models. Shipments must be sent with 
transportation charges prepaid and 
will be returned collect. Dealer dis- 
counts will remain the same. Address 
Woodrow Washer Service, Pella, la 








What Willie is asking for, we don’t know. 
(But we hope he gets it!) . . . But when you 
ask for high quality heating elements, in the 
devices you sell—you're bound to get it, if 
you ask that they be made of Chromel. 
Please remember how important the heot- 
ing element is. It eventually determines 
whether your customer is pleased with his 
purchase. When he is pleased, he'll come 
back to buy more. Chromel elements 
help to make him satisfied. The device 


makers, of course, know this, and that 








is why Chromel is their preferred heating 
element alloy. They've found Chromel to be 
entirely reliable—over a stretch of more 
than thirty years. We wouldn't say that 
Chromel sells the device—but it does keep 
it sold. So, in behalf of your own profit, see 
that your devices are Chromel-equipped 
... (We have a handy little gadget called 
a “Heating Unit Calculator,” that might be 
useful to your service department. 
It's free.) . . . Hoskins Manufacturing 


Company, Detroit, Michigan. 


The Wine That Made Ploctric Heat Possible 


CHROMEL 


a coop name in HEATING ELEMENT Cele 
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Minny" Washers Solve Sample Problem 


Washing machine salesmen work under a serious handicap in not being able to 
display samples on a door-to-door canvass. Pondering this fact, Fred Stephens, 
Apex advertising manager, has deve'oped miniature washers, accurate in detail, 
which will fit into the average brief-case and sell for 22 cents for a set of four. 
They are being used by both wholesalers and dealers. 
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Crowds 


Demonstrators Catch the 


The "Big Top National Home Show™ held in San Antonio recently, proved that 
demonstrations get the crowds. Above, Miss Mildred Hickman of Hotpoint puts 
on a modern kitchen demonstration and 2,200 women hung on every word she said. 


Joske Bros. in San Antonio, Texas, kept two demonstrators busy in their booth at 
the San Antonio Home Exposition, held recently, and as a result, got a lion's 
share of the attention from the 50,000 visitors. 
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schedule, as have also wattage records in 
selling 


Roebuck of Spokane, Wash., 
was in on the four-day cooking school 
a local newspaper early 


November, with an electric rang: 
and refrigerator. So was Ben Cohn & 
Bro. with an Easy washer and Tull & 
Gibbs, with a Philco radio. 


ABC * * * 
offered 
Spokane, 


The Inland Empire _ Electrical 
Equipment Association has been doing 
some Better Light and I.E.S. lamp 
advertising. Test Your Eye-Q on 
this Eye Quiz”, runs one of their ads, 
with four easy “true and false” proposi 
tions, all telling the story of why good 
lighting pays. 

* * « 


The Washington Water Power 
C.C.C, (commercial customers’ cam 
paign) closed with a 144 per cent of 
quota achievement, and the sales 
organization is now hot on the trail of 
a “Halt the Blackout” light condition- 
ing program which will last until the 
end of the year. 


. * * 


Eighteen communities in Washing- 
ton and Oregon were visited in this 
year’s schedule of radio road shows 
sponsored by the Pacific Power and 
Light Company for the benefit of 

| their dealers, and total attendance is 
| said to have far exceeded the 36,787 of 
| last year’s record 


* * * 


An all-electric home is_ reported 
from Haines, Alaska where lights are 
burned for all but two or three hours 
out of the twenty-four during winter 
and where all electricity must be paid 
for at 10c the kilowatt-hour. The 
monthly bill averages $35 or $40, but 
it is willingly paid for the sake 
the comfort involved 


of 


* + x 


Washer and ironer week in Fresno, 
Calif., was started off with a full page 
of ads by Fresno dealers. Local stores 
made much of the national window 
display contest and offered many in- 
ducements to customers to visit their 
stores during the period. 


” * * 


Sears-Roebuck recently opened a 
new store in Los Angeles with a park- 
ing lot for customer’s automobiles on 
the roof and what is said to be the 
largest display window in Los Angeles 
—18 ft. high by 40 ft. wide. The fact 
that the store is built on a hill permits 
entrance to the parking space direct 
from the street above. E. L. ayes 
is in charge of the regrigerator, range, 
washer and ironer division of the new 
store This is one of eight retail 
stores of this firm in the Los Angeles 

| area, 
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A DYNAMIC 1940 REFRIGERATOR LINE 
There's a new Gale line of breath-taking beauty — packed 
with extra features — super-powered by the ‘Mechanical 
Icebergs’! It's PLUS value from top to bottom! 


A SENSATIONAL NEW MERCHANDISING PLAN 


Would you like to cut down your inventory? 
Would you like to have more models to show? 
Would you like to take the gamble out of buying? 
Would you like to be the tough competition? 
Would you like to build profitable volume? 
Would you like to eliminate “‘loss leaders’’? 


The 1940 Gale plan does all of these things AND 
MORE! It's revolutionary! It's simple! It's practical! 


A REAL FACTORY-TO-DEALER PROGRAM 
Remember, with Gale you deal direct wich the factory! 
You get your full margin of profit on every Gale sold! 
The brilliant 1940 line, the revolutionary new merchandising 
plan and Gale's profit-building, direct-from-factory program 
gives you a tremendous opportunity to build volume and 
make real money in 1940. Watch this magazine for full details. 


GALE propucts 


GReeesBuRG, ItLLinwois 


Division of Outboard, Marine & Manufacturing Co. 





GALE Products 
1615 Monmouth Blvd 
Galesburg, Illinois 


Gentlemen: Put my name on the list to receive full information 
on the GALE program for '40! 


Company 
Address 
City 

By 
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..- helps you SELL | 
“Light Conditioning | 
in the bulb, itself!’ |--- --_ 


LEFT ABOVE 


Glare Spot at Center 


Ordinary Inside Frosted Bulb Has Harmful Dazzling 
RIGHT New Wabash Superlite Glows 
Evenly From Its Very Edges 


Gently, 
Saves Eyes, Nerves 


TIE-IN WITH THIS SENSATIONAL 


SUPERLITE DISPLAY DEAL! 


It’s the deal that created a sensation in the electric lamp 
business . . . a complete Light Conditioning Department 
for your store in less than 1% sq. ft. of floor space! 
Includes Free wire display stand; Free electric bulb 
tester and demonstrator; 6 extra Free 60-watt Super- 
lites. See your jobber, or write Wabash Appliance 
Corp., 335 Carroll St., Brooklyn, N. Y. 
Every Superlite Sale Is A Full Profit Sale With Fair Trade Protection 


| 
Copr. 1938, Wabash Appliance Corp. 


su SUPERLITE 


LIGHT CONDITIONING BULB 


WAB 


THE MODERN 
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Another Testimonial for George Whitwell 





George E. Whitwell, (left) retiring chairman of The Modern Kitchen Bureau, and 
vice president, Philadelphia Electric Company, receives silver service and testi- 
monial presented by members of the Bureau in recognition of his outstanding 


services as its chairman during the first four years of its history. 


Presenting the 


service and testimonial to Mr. Whitwell is the Bureau's new chairman, Walter H. 
Sammis, (right) vice president of Commonwealth & Southern Corporation. Next 
to Mr. Whitwell is Charles E. Swartzbaugh, vice president of Swartzbaugh Manu- 
facturing Company, Toledo, Ohio, and president of the National Electrical 
Manufacturers Association, representing tHe @leétrical manufacturers who sponsor 


the Bureau jointly with Edison Electric Institute. 


manager H. L. Martin. 


Using all the methods of movieland, 
the Eastern-Columbia store opened its 
doors in Los Angeles on October 30, 
after extensive remodeling. The store 
celebrated the event with an open 
house in the evening and a special 
radio broadcast, moving searchlights 
and a program of varied entertainment 
for visitors. A “roving reporter” with 
a movable mike interviewed guests 
from the various departments. Among 
the new features of the store are the 
fluorescent lighting, the “magic eye” 
controlled entrance doors, and _ the 
movable turntable in the corner 
window, with room for four displays, 
which slowly revolves, bringing each 
in turn to the attention of the public. 
[The store has active radio and elec- 
trical departments. 


* * * 


September was high month in major 
appliance sales in Los Angeles, ac- 
cording to the records of the Los 
Angeles Bureau of Power and Light. 
hey installed 904 dealer-sold ranges 
and water heaters during that period. 
Included in these figures were 90 all- 
electric kitchens. Not a bad record 
for one month! 


* ¢ * 


A radio interference ordinance which 
makes it a misdemeanor fo continue to 
operate any electrical device or appli- 
ance causing disturbances which inter- 
fere with the reception of radio signals, 
has just been adopted by San Fran- 
cisco. Interference affecting privately 
owned radio receiving sets is included, 
as well as that which interferes with 
equipment operated by police and fire 
departments of the city. Infraction of 
the ordinance is punishable by a fine 
of $250, or six months in jail, or both. 


* * * 


Newly elected president of the San 
Francisco Kiwanis Club is Robert F. 
McDonald, sales manager of the 
Westinghouse Electric Supply Corpo- 
ration in that city. 


*> *+ * 


McLennan, McFeely & Prior of 
Vancouver, B. C., have recently opened 
their new $80,000 branch in New 
Westminster. The new store is mod- 
ernistic in design throughout and 





Second from right is Bureau 


houses the wholesale as well as the 
retail departments of the company. 


as - * 


February 5 to 10 is the period 
selected for the Western § Spring 
Market to be held in the Western 
Furniture Exchange of San Francisco. 
This is two weeks after the Chicago 
fair, allowing ample time for the ship- 
ment of samples to this Coast. 


*- * * 


Seattle City Light celebrated the 
installation .of its 100,000th customer 
meter this fall. 

ow @ 


The Coast Counties Gas & Electric 
Company, Santa Cruz, Calif., has 
joined the ranks of the Pacific Coast 
utilities who have recently reduced 
domestic rates. After a 50c service 
charge, rates commence at 4c per kw.- 
hr. and drop through successive stages 
to le with progressive use. 


*- * * 


The Arizona Edison Company an- 
nounced reduced rates for Bisbee and 
Douglas, Arizona, effective October 5. 


*- * * 


The Puget Sound Power & Light 
Company is again sponsoring a fall 
lighting campaign among dealers. 
Modeled after its successful programs 
of the past two years, the utility is 
offering prizes for a dealers’ window 
display contest on I.E.S. lamps. Aim 
is to sell $250,000 worth of I.E.S. 
lamps through dealer channels by 
Christmas. 

* * * 


Fifty students have been taking the 
practical course in electrical appliance 
salesmanship which has been given 
jointly by the Salt Lake City school 
department and the Electrical League 
of Utah, taking advantage of the 
George Deen Act. Individuals over 
16 years of age actively engaged in 
the electrical industry are eligible for 
the instruction, which started October 
15. Instruction involves a considera- 
tion of the salesman himself, how to 
determine the different types of cus- 
tomers, strategies in handling people, 
principles of salesmanship and the art 
of oral persuasion. 
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AT THE 


STEWART-WARNER 
REFRIGERATOR 
CONVENTION 


Men who know refrigerator value, eye appeal 
and salability—who know a “hit line’ when they 
see one—actually cheered... 










America’s Most Advanced 
Refrigerators ... Proved and Improved! 
F pte built-in Freezing Locker holding a bushel 

of ice cubes or over 50 pounds of food at 22° below 
freezing! Amazing roominess...no frost-collecting coils 
and NO DEFROSTING! Genuine high humidity in every 
inch of the regular storage space ... no drying and no cover- 
ing of food! And air sterilized by a special ray that kills bac- 
teria, mold and ice box odor! Only Stewart-Warner offers 
all this—proved and improved through a full year of actual 
selling—in models to meet every normal family need! 


A Streamlined Line... Only 
8 Models ... With A Perfect Step-up 


From “Price” to ‘Premium’ Models 


These Stewart-Warner Dual-Temp models head the most stream- 
lined line with the smartest pricing structure you'll find this season! 
Only 8 models meet every demand in size and price for all normal 
needs, Every model provides a perfect step-up or step-down, balanc- 
ing price against features in a way that makes sense to the buyer. 


Improved Finance Plan and Better 
Merchandising Aids to Help You Sell 


Stewart-Warner’s Financing Plan is 
revolutionary in details of operation. 
It is keyed in with the sales plan ina 
unique manner that literally motor- 
izes the line all the way into the pros- 
pect’s kitchen. There has been nothing 
like it before. It is smart—proven and 
sound. 


And Stewart-Warner goes all the way 


in helping you sell—with powerful 
advertising—a new “‘Self-Demonstra- 
tor” included in every model—a new 
“Refrigerator X-RAY” that will fas- 
cinate prospects—new merchandis- 
ing tools and plans that you can't have 
with any other line! Get full facts from 
your Stewart-Warner distributor—or 
Stewart-Warner Corp., 1828 Diver- 
sey Parkway, Chicago! 


ANOTHER STEWART-WARNER PRODUCT 


STEWART-WARNER 


1939 


REFRIGERATORS 


A Dependable Product Built by a Dependable Company 
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| Ed. Labisky Wins 


; | COM) 
Lovell Guessing Game 9] revi: 


ERIE, PA.—Last year, the Lovell Mi 
Company, of Erie, Pa., held a windoy 


display contest for dealers during N , CHIC 
tional Washer-Ironer Week. This yea 1ade by 
the American Washer and Ironer Man operatior 
facturers Association took over the windo dison | 
| display contest during October’s Washe re allow 
lectrica 
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E. A. LABISKY 





CHIC 
tendenc: 
Ironer Week which left Lovell out cent acc 
the cold temporarily for a contest idea 4 gener: 
They got one. Instead of a dealer o Nationa 
a consumer contest, they decided to hav the An 
a little fun with the washer manufacturer October 
themselves And so came into being the Some 
great Lovell Guessing Contest. the six 
How many electric and gas-engin year be 
washers would be sold during October “The 
That's all there was to it among 
Twenty-three executives of washe invento! 
manufacturers got out their slide rules increase 
charts and diagrams and went into indi licity g 
vidual huddles. Guesses when finall rather, 
tabulated ranged from 70,000 units t on ane 
| 190,000. \ wi 

Winner was Edmund A. “Bud” Labi gaard 
sky, assistant to the president of the type of 

| Barton Corp., who came within 2 


units of predicting the actual sales. His 
guess was 142,850 units; actual sales 
amounted to 142,830 units Roth 

And so ended the 1939 Lovell contest 
Wonder what they'll think up next year 












MII 
until t 
Northwesterners Discuss ae 
i ce 
Problems terest. 
organi 
VANCOUVER, B. C.—Importance o tors. 
the home lighting field was the theme oi 647 W 
| the talk by L. R. Wilson of the G. F will di: 
lamp department before the fall meeting home ; 
| of the Northwest Electric Light and Michig 
Power Association held in Vancouver 
| B.C. Public acceptance of more expen 
sive lamps, he pointed out, was often th: 
opening which led to later sale of othe 
| electrical equipment, bringing the ele 
| trical dealer more prominently into th« 
| merchandising picture. W. O. Smith oi 
the G. E. Supply Corp. from Salt Lak: 
|- City stressed the importance of the rela 
tionship existing between the wholesale: 
and the utility. Because the sale of elec 
trical appliances still remains a door 
bell-ringing job, Kinsey M. Robinson 
president of the Washington Wate: 
Power Company concludes that any pos 
sible lowering of rates by federal power: 
projects in the Northwest will have littl 
effect on increasing domestic use of elec 
trical power. He pointed out that 
customer investment of $750,000,000 ir 
industrial and domestic equipment would 
be needed in order to consume the full 
output of the Bonneville and Grand Jacl 
Coulee projects. “The Answer is Mort organi 
| Sales” said W. C. Mainwaring, sales and h: 
manager of the B. C. Electric Railway the p 
Company, answering general industry associ 
problems. He pointed out that obsolete aged 1 
electrical equipment was the greatest polita 
competition which the electrical industry sporti 
has to face in reaching new markets. He has s 
urged greater dealer cooperation, the Wisce 
importance of adequate wiring, the need ance 
for salesmanship training and the value Rot 
EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. of kitchen planning in developing more imme 
5620 West Taylor Street, Chicago, Illinois sales. the di 
plianc 
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} COMMONWEALTH EDISON 
me |] REVISES RANGE TRADE-IN | 


’ ALLOWANCE WHEN MRS. MARTIN 


N CHICAGO—Announcement has_ been 
yea ade by R. E. Bard, manager, Dealer Co- 
an peration Department, Commonwealth 


ido dison Company, Chicago, that $10 will 
he allowed for trade-ins on all sales of 

lectrical ranges, regardless of price. 

Under the old ruling a trade-in allow- ~~ 

ince of the old stove was formerly $5 2 

vhere electrical ranges priced at $100 

ind more were being sold 

~~ . =— 





[he approved range list remains the 
ame as heretofore. It must have passed 
n an accredited testing laboratory with 
i minimum capacity of 54 kw and with 
it least one service element at 1800 watts 


rr more 














The change was made according to Mr. 
sard because more and more electric 


anges are selling at prices below $100. 





... her mind’s 
been made up 
at home! 


PRICES RISE AT FALL 
FURNITURE MART MEET 


CHICAGO—Prices showed an upward 


tendency in the range from 5 to 15 per 








it ent according to type of commodity, with 
ea a general average of 7 per cent, at the fall 
ro National Homefurnishing Market held in 
hav the American Furniture Mart, Chicago, 





Urn EATED in her favorite chair, reading her 
urer October 31 to November 4 ‘ : . : 
» Game 225? Gectese sentsioeal dates favorite magazine, Mrs. George Martin, 

the six-day period as against 2,706 the typical of the women who hold America’s purse 
ng year befor 2 ‘ . . " ‘ 
: i ae te ° ; “a strings, decides the destiny of the makers of 
rbe There was no housewife sugar pani é - 

among dealers or attempts to gather large things for the home. 
= inventories to protect against tuture price And when she reads “Let’s saw vour kitchen 
rules increases,” declared Rosalie Flank, pub- i aad h: lly | ve 
‘ind licity generalissimo for the Mart, “but stove in half and see what you really buy,” you 
inall rather, substantial orders to keep business can depend on it, she’s interested because it tells 
s » on an even keel : ;, her something she wants to know. The next 

\ window prepared by W I »tens- . . 
Labi gaard and Associates, suitable for any salesman that sells her anything made from steel 
f the type of display was featured will have to prove to her that the steel is right. 
7 | , . , a . . 
Hi That’s where the U-S-S trade-mark comes in 

sale 


—a seal which says in effect: The manufacturer 
who takes pride in making the parts you can’t 


see Just as pertect as the parts you can see, places 


Roth to Distribute 
ntest 
year Norge in Milwaukee 
MILWAUKEE, WIS.—W. H. Roth, 


until this week vice-president and sales 
5 manager for Radio Specialty Company, 
Philco distributors here, has sold his in- 
terest in Radio Specialty and announced 
organization of Roth Appliance Distribu- 


this label on his finished goods so you can know 
the quality is right. 

Mrs. Martin will never ask you to saw a 
kitchen stove in half but you can depend on it, 
thousands like her, made conscious of the im- 








ce Oo tors. Roth’s new company, located at | portance of trade-marked steel, can be sold a lot 
2 ol 647 ‘es ‘irginia stree ilwaukee . . . 
7 a7 West Virginia street, Milwauter, quicker and easier when you point out this 
G. I will distribute the complete line of Norge ‘ 
eeting home appliances in Wisconsin and upper quality mark. 
ant Michigan. Put your sales effort behind the advertising 
yuve;r ; gp 
aaa ot products made from U-S-°S steels and watch 
apen ; ‘ 
on th sales grow. Patronize the manufacturers who 
_ use the U-S-S label on their finished goods. 
elec y ® . ° . 
o th You'll find it not only on stoves but refrigera- 
ith ot tors, kitchen utensils, tables, bathroom equip- 
ne ment and hundreds of other items. 
| rela . ” . - . 
esale Write for a list of products now bearing this 
F elec seal. Simply address United States Steel Cor- 
oe poration Subsidiaries, 621 Carnegie Building, 
NnsOo . 
W ate Pittsburgh, Pa. 
y pos 
powel! 
> littl 
f elec 
hat 
00 it 
woul 
ie full < | 
Grand Tack Roth was one of the original 
Mor: wrganizers of Radio Spec ialty Company, | 
f £ = 2 ’ ~ oe ~ a : 
sales | and has been in active charge of sales for CARNEGIE-ILLINOIS STEEL CORPORATION 
ailway the past fourteen years Prior to his 
r ee tation st} Padia pecialty, he an- | : "hic 
dustry association with Radio Specialty, he man- | Pittsburgh and Chicago 
solete iged the opening of retail stores in metro- | 
reatest politan centers for The Vim, ( -—.~ Columbia Steel Company, San Francisco, Pacific Coast Distributors 
r) porting-goods and electrical house. e 
dust , _— ting-goods an 1 ele — e ye } United States Steel Products Company, New York, Export Distributors 
s. He has served a term as president of the 
n, the Wisconsin Radio, Refrigerator & Appli- 
e need ance Association. ean te 
value Roth Appliance Distributors have no 
more immediate plans under consideration tor l NI | E 1D) 
the distribution of radio or electrical ap- 
pliances other than Norge. ' 
SING 
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PS WE RANG THE BELL IN ’39 


“4 A We told ’em “See G-E! The Buy of Your Life!” They saw 


| apne’ and they BOUGHT. G-E Refrigerator Dealers everywhere en- 


5 
eee - 
een 
x 


joyed sales and profit increases far beyond their fondest hopes. 
ae And We'll Do It Again in 1940 !—with an even better refrigera- 


tor—with an even better and enlarged national advertising 
campaign—with even improved promotional materials—with 
even better basic merchandising and selling plans—with even 
better opportunities for the dealer. 


See your G-E Refrigerator Distributor NOW. Get set to ring 
the bell with General Electric in 1940! 


GENERAL @ ELECTRIC 
REFRIGERATORS 


~ Era apna = 
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NEW MERCHANDISE 


} 





4 


indicator ; removable element for easy 


cleaning; 6 rack positions inside oven 





for all utensil sizes; oven equipped 

with 2 racks and broiler pan; 13 in 
high, 12 in. wide and deep; weighs 17 
Ibs.; white enamel finish with chrom 
ium trim and black handles 

Price: $14.95.—Electrical Merchandising 
December, 1939 


RITZ Broiler 


Marlun Mfg. Co., Inc., 127 Spring St., 
New York City 


Model: De Luxe 540 Ritz broiler with 
heat indicator 





Selling Features: Lustrous chrome inside 
and out; Thermal-ray element in a 
variety of colors: eggshell, red, blue 
green oatmeal or maize; larger wire 
grill allows opening between top of 
broiler and tray to mix air with heat 

. . for better broiling; porcelain drip tray; 

CALCINATOR Disposal Unit Jakelite fittings with long wooden 


1 


Calcinator Corp., 1763 Penobscot Bidg., handle ; 800 watts high, 300 watts low 


SIMPLEX Ironette 


American Ironing Machine Co., 
Algonquin, Ill. 


l 
| 
l 





Vodel: S-20 Simplex Ironett 
Selling Features Portable, weighs 25 
lbs; 21 in. chrome plated steel shoe; 


pilot light; thermostatic heat control : 


| : ; : base 134 i1 
toot press control : heat switch: Detroit, Mich. vase 134 in 
pressing switch; G-E motor; pre Price: Deluxe 540, $9.50; other models 


. -_ 1 CS . «pr , A 
Device: New low-cost Calcinator B in line include Ritz 929, similar to 540 
incinerator. 


cision mechanism permanently lubri 
ated; finger tip press control; 1000 





with untreated porcelain block, $8.50 
watt element; heat can be regulated Selling Features Portable, for kitchen Ritz Wonder 500, $5.95; Ritz Standard 
ae ip to 450 degs.; sag proof roll; free or basement; 1 system of 828, $7.95 and No. 727 similar to 828, 
. lling roll 5 in. diam.; wl enamel ww heat in type self $6.95.—Electrical Merchandisin De- 
aaa finis! emptying g! ; fuel con cember, 1939. 
Price $29.95.—Electrical Merchandis- trol at slight extra cost; combustion v 
December, 1939 chamber capacity 1 bu. per hr.; ash 





eceptacle requires emptying only once 


HOTPOINT Refrigerator le 








=) 1 1 
*s; available with gas or electri 











yurners 110 S ( or d« 
1 > 110-12 : 
Edison G. E. Appliance Co., Inc., 5600 W. baked enamel with finish in 
Taylor St., Chicago, Ill. brow! lark green, blue or dark 
maroon 
j t 7 hee tr  ¢ > aal 
Vodel Hotpoint Christmas Special igh: BAe tak | fertntycwdlerivical 
elling Features: Capacity 6 cu. ft; Verchandising, December, 1939 
powered by Hotpoint Thriftmaster 
automatic interior light; special doo Vv 
on Speed Freezer; 2 metal ice trays 
with rigid grids; 1 all-rubber and 1 
aluminum tray; vegetable pan; wire 
fruit basket; 9-piece dish set includes 
red water bottle, 2 square green crys 
CHALLENGER Steam Iron tal dishes with clear covers; crystal ZIPISHEAR 
meat-loaf dish with clear cover, 8-in 
Chicago Motocoil Corp., 711 W. Lake St. vellow thixine bowl. three Sain welion General a a _ W. Yan 
: +o ws ae Te, ; uren St., icago, A 
Chicago, Ill. left-over dishes, and a butter dish: 9 
, F . , ; white Calgloss  exterior.—Electrical Device: Zipishear scissors. 
yelling Features: Capacity, 1 pt.; easily ee : bre ‘ , , 
filled by holding under faucet; requires erchandising, December, 1939 Selling Features: Chrome p 
to 7 min. to produce steam according ground, hardened-steel blades; simpli- 
to temperature of water used to fill it fied power unit; no rotating parts; no 
1 filling provides 60 min. of continuous Vv bearings; no oilings; no radio inter- 
roning; safety valve automatically . ference; operates on 105-125  yolts, 
opens if steam pressure becomes too 50-60 cycles; hand fitting ivory plastic 
great; all aluminum construction; randle 
vatts; weighs 4 lbs; equipped wit! Price: $2.95. Snippie Toy model also 
vooden handle and end rest ONE MINUTE Washers available $1.95.—Electrical Merchan 
t7 OS ] ; . } need . . ‘ 1151nd Yecember 939 
Price: $7.9 Electrical Mer su One Minute Washer Co., Div. Midwest Metal _ Decemb« 
Decemb« 1939 


Stamping Co., Kellogg, lowa Vv 
Models: Nos. 444, 445, 446, 447, 448 


Selling Features ll models equipped 
with 4-vane aluminum agitators; fully 
enclosed gear case, worm-driven, run- 
ning in oil; + h.p. rubber mounted 
Westinghouse motor. No. 444, eco 
nomy model, equipped with Lovell 
safety release wringer, 2 in. semi-bal- 

loon rolls. No. 445 has Mullins safety 

release wringer with reset lever, auto- 
matic drainboard, 2 in. rolls: bottle 


DEXTER Washer neck tub 30th above models are fin 


ished in light gray base and legs with 











The Dexter Co., Fairfield, lowa 








white enamel tub. No. 446 (illus 
Vode — 45th ae trated) has Mullins deluxe — safety 
ree wringer, push release and automatic 


tension reset lever, automatic drain . 

Selling Features: Modern, heavy steel come Sh te cee oe , - PALMER Forced Air Furnaces 

s P ff board, 2¢ in. balloon rolls No. 447 

vringer with frigid, rust-proor trame, h- aovel . . ine x? ' . : 
nat atic wcll’ tensice anil dual askate has_ Lovell deluxe chrome _ plated Palmer's Mfg. Corp., Phoenix, Arizona 
RUCOMIAe FON te “ _ =— wringer with safety bar release, auto 


LEWIS Oven releases ; Dexter Super Century mech matic drainboard, 2} in. rolls; bottle Devic Forced air furnace that will 








anism with only 4 moving parts; Dex neck tub, porcelain nside and out No fit into small closet on main flo f 
Lewis Electric Div., The Akron Lamp & Mfg. ter full wing I piece agitator , rubbe ‘ 448 has One-Minute exclusive lever average home 
Co., Akron, O. cushioned triple vitreous tub with spe less aluminum wringer with enclosed Selling Features: Built to eliminate 
‘ , , cial cleansing cleats. A complete met wringer post and complete control from necessity of an expensive basement, 
Devic Lewis Electro Meal-Maker oven chandising plan is furnished dealers top bar which applies exact pressure the heating element is highly concen 
No. 139-W. providing an effective newspaper cam starts roll. locks wrisuwer Sti mies trated by corrugation ‘Agatiohie 
Selling Features: Bakes, roasts. broils paign, a special tub band, window trim tion and actuates drainboard in ioe sizes from 50.000 to 600000 hi a 
fries, boils, toasts, warms; 3-way con material, a mailing piece, publicity re rect wringing position, 2+ in. rolls capacity, equipped with blower fo 
nection—by changing position of cord leases, movie slides and other sales Models 446, 447 and 448 are all white efcient heating, filtering and sun 
plug and turning a dial the exact heat material. \ll models available with Briggs & mer air circulation; may be equipped 
wanted is available 425 watts low Price $59.95 and your old washer Stratton 4-cycle gasoline motor if de with refrigerator coils fo summer! 
800 medium, 1000 high; 110-115 volts Electrical Merchandisin December, ired.—Electrical Merchandising, De cooling Electrical Merchandis 
uc. or dc > glass Observy a door : heat 1939 cember, 1939 December, 1939 
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EARN THIS EXTRA PROFIT 





























When a customer is buying a new 
J range she is also thinking about her 
cooking utensils. This is a good opportu- 
nity to suggest that ARMCO Stainless Steel 
cooking-ware goes well with the brand-new 


ON EVERY 
RANGE SALE 


stove she is buying. 

By displaying 
this bright new 
ware on the range, 
you will create lively interest at once. And you can tell 
your customers that the smooth gleaming surface 
will not tarnish, that food acids will not stain and 
that the hard surface stubbornly resists scratching 
and denting. Make two sales instead of one. 

Every piece of this cooking-ware is fashioned of 
genuine ARMCO Stainless Steel and bears the well- 
known sales-quickening ARMCO label. Every day you 
put off inquiring about this fast-selling ware costs 
you money; so write now for complete price and 
merchandising information. The American Rolling 
Mill Company, 1772 Curtis Street, Middletown, Ohio. 














KELVINATOR . Refrigerator 


‘ Kelvinator Div., Nash-Kelvinator Corp. 
\ Detroit, Mich. 


Model: Low-priced Christmas spe 
“ ; . 
Special Features: Capacity 6.25 cu. it 
medallion appropriately engraved t 


personalize gift; special 5-piece set « 
oven-proof pottery; unrefrigerate 
vegetable bin has 5 bushels food stor 
age space; divided bottom shelf—or 
half serves as glass cover for room 
porcelain crisper while other halt 

removable to allow extra room fo 
large articles; porcelain interior wit 
rounded corners and specially treate: 
stain resistant bottom; large remov 
able shelves; temperature control ha 
settings of freeze, normal, fast freeze 





G-E Oil Burner 


General Electric Co., Air Conditioning Div., 
Bloomfield, N. J. 


vacation, defrost and off Polar 
. : sphere hermetically-sealed unit 
Model: Conversion oil burner DB-20. P : 
Mode ~ ere Te : Electrical Merchandising, Decembe 


Selling Features Improvements in 
motor-compressor unit and master con 
trol include increased compactness and 
an adjustable damper air regulator fo 
more accurate control of combustion 
air supply; refinements in master con- 
trol mechanism include higher con 
tact pressures, greater simplicity, dust 

proof enclosure to prevent admittance 

of basement dust; Formex insulation, 

a recent GE development, is used for 

motor windings; change of air orifice— 

tee connection controls the rate of oil 
flow so that changing air deflector end 
casting is unnecessary; parts are more 
accessible than in earlier models; anti- 
syphon screen valve is installed on 
unit at factory.—Electrical Merchan- 
dising, December, 1939 


1939 





7 v 


DECORATIVE Switch Plaque UNIVERSAL Oil Heaters 


Decorative Switch Plate Corp., 19 W. 44th Universal Utilities, Crestline, Ohio 
St., New York City Device: 1940 line of 

oil heaters 
Selling Features: No wicks nor level- 
ing necessary; new burner with a 
patented downdraft preheating duct 
mixes heated air with oil vapor to 
form combustible oil-gas; high heat 
resisting cast iron sleeves.—Elec- 


trical Merchandising, December, 1939 


radiant-circulator 


Device: New decorative switch plaque 
in a number of designs and colors to 
harmonize with any decorative scheme; 
lights are turned on and off by moving 
design on plaque instead of moving 
toggle up and down.—Electrical Mer 
handising. December 1939 


v 


FAY Floor Machine 


The Fay Co., 130 Madison Ave., 
New York City 


Vodel Royal 

Selling Features Housing has been re 
designed to allow more roll to apror 
with better weight distribution; ne 
gear design makes quieter operation 
4-in. wheels; 4 or 4 h.p. motor for 8&5 
or 95 lb. brush pressure; brushes have 
14 in. spread with 170 r.p.m. speed 
interchangeable attachments availabk 
for scrubbing, polishing, waxing, ste¢ 
wooling and light sanding; new safety 
switch available as optional equipment 
Electrical Merchandising, Decembe 
1939, 





AIRTEMP Oil Burners 


Airtemp Div., Chrysler Corp., Dayton, O. 


Vodels: B-10 and C-10 pressure atom- 
izing oi] burners 
Selling Features: Both models designed 
to convert coal-fired boilers and furn- 
aces in homes and small commercial 
places to automatic oil-burning equip 
ment; cover entire range of heating re- 
quirements which can be handled using 
14 to 4 gal. of No. 3 furnace oil per 
hr.; lustrous crinkle finish in blue and 
gray with chromium plated trim. 
Electrical Merchandising, December, 
1939 
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HAM and EGGS 





_or *30 every Thursday 


NE OF THESE DAYS a lot of our citizens 
O are going to wake up. They’re go- 
ing to discover that trick schemes, 
such as converting 2¢ stamps into $130 
a month, just don’t pan out. The arith- 
metic is wrong. 


And then the businessmen, who do 
know arithmetic, are going to say: “I 
told you so—you can’t beat good, 
honest, steady and productive enter- 
prise as a way to get along. 


* * a 

“NOW TAKE SMART ADVERTISERS. They 
don’t go chasing rainbows. They don’t 
dabble with a little newspaper space 


Good 
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here, a quickie-radio show there and a 
couple of billboards in Keokuk. 


“They pick out a good solid two- 
million or ten-million block of buyers 
—women, usually, since it’s the women 
who spend nearly all the money—and 
then they cultivate them, month in 
and month out. 


* * * 
“THAT’S THE WAY THEY BUILD A BUSINESS. 
That’s how they do a job and you 


wouldn’t catch any sound business- 
man doing otherwise!” 


—Or would you? 


ousekeeping 


(A color page EVERY month in the year can be bought 
for about the price of ONE MONTH of big-time broad- 
casting. And, of course, the color page is “on” ALL 
month—it can be tuned in any time.) 
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WHAT IS 
EDITORIAL 
VITALITY? 


Electrical Merchandising’s editorial style is built for 
a purpose. It is fast-moving, to keep pace with today’s 
streamlined merchandising. It is forward-thinking, to 
intelligently anticipate coming events. It filters out 
the reactionaries. the “viewers-with-alarm” and the 


negative thinkers. 


Electrical Merchandising is written and edited for those 
alert. progressive, optimistic readers who set the pace 
for the electrical appliance industry. for those busi- 
ness men who quite evidently want to do their own 
independent thinking.— manufacturers, distributors, 
dealers. sales and servicefolk. and who think enough 


of Electrical Merchandising to lay their good money on 


the line for it year after year. 


Proof of this is found in the letters that come to 
the editors and the advertisers, from each issue. It is 
found. also. in the reader surveys conducted by the 
MeGraw-Hill editorial research laboratory under the 


direction of Mr. R. O. Eastman. 


This survey answers the question: “What does an 
Electrical Merchandising reader want?” — makes as- 
surance doubly sure that its editors are on the right 


track. 


Only editorial vitality and enterprise can make a busi- 
ness magazine valuable and interesting to its readers. 
Only interested, responsive-minded readers can make 
a magazine valuable to its advertisers! For over twenty 
vears. Electrical Merchandising has been the unques- 
tioned choice of both readers and advertisers! That in 


itself is proof of “editorial vitality.” 


ELECTRICAL MERCHANDISING 


A McGRAW-HILL PUBLICATION 


330 W. 42ND ST 


NEW YORK, N. Y. 

















College and Utility Cooperate q 





A Cooperative Program 


By Spring of 1937—only a few 
months after Farm and Home Week— 
sO many counties had become inter- 
ested in lighting that a plan was neces- 
sary to meet the demands for help. 
Programs were already underway in 
several counties and conferences were 
held in seventeen others during the 
summer. Situations and needs were 
studied and the following general plan 
was used and is still in force: The 
home service director provides light- 
ing advisers and publicizes the pro- 
gram; the college assists with this 
publicity and also arranges state and 
county programs; the home demon- 
stration agent organizes and schedules 
all meetings within the county; and 
the local extension groups are respon- 
sible for arousing interest in their 
communities and in the selection of 
1omes for the first demonstration. The 
lighting adviser spends two or three 
days in each community participating 
in the program. On the first day she 
meets with a group in a home and 
discusses with them the importance of 
the eyes and their care, and the fune- 
tion of good lighting. She also makes 
lefinite recommendations for improv 
ing the lighting in the living room of 
that home. (This is similar to the 
customary demonstration a_ lighting 


viser gives at an individual call but 


reaches many more families.) Fol- 
lowing this meeting members of the 
group who wish this help in their 
mes make arrangements tor the sec- 
nd day At that time the lighting 


idviser and group have conferences 
in from four to six homes. In some 
instances, the lighting adviser needs 
i third day to give further help in 


dividual homes. 


The Utility Companies Come 
to College 


) assure a successful beginning for 
‘ooperative program, the home 
service advisers who expected to par- 
ticipate, came to the college for one 
lay of preparatory training. The pro- 
gram that day included the subject 
latter and demonstrations that were 
to be given to the extension groups 


ind the methods of presentation. In- 





NOW ARE YOU CONVINCED THAT PLAYER PIANO ROLLS WON'T WORK IN THE WRINGER?' 
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CONTINUED FROM PAGE I5 





cluded were the aims of the progra 
from the standpoint of both the coll 
and the utility companies ; the story 
the “Science of Seeing’; room 
rangement in relation to lighting; new : 
and inexpensive conversion equipment 
and its use in a living room; and illu 
trative materials necessary for t 
program. 


Is the Program Worthwhile? 


Such a program requires the cor 
bined resources of the college, tl! 
utility companies of the state and tl 
General Electric Company in Ne! 
Park, Cleveland. Miss Helen Smit 
of the Rochester Gas and Electr 
Company, state chairman of hon 
service supervisors, says of the pla: 

“The most important thing is tl 
necessity for the utilities to hav: 
trained girls to do this work at tl 
request of the College and count 
agents. Then too, there is no po 

sibility for success in counties wher 
the agent does not do a good orga 

zation job however good the light 
When the pla: 


can be followed, it works.” 


ing girl may be. 


Reports from twenty-six of tl 
counties organized for extension w 
show that the message of good light 
ing has been told in many communi 
ties of these counties and to a larg 
number of people. (See Table I.) 

Do utility companies who are « 
operating think this program wort! 
while? The figures furnished by Mis 
Margaret Nevin, Home Service Su 
pervisor of the Syracuse branch of 
the Niagara and Hudson Power an 
Light Company show results achieve 
by one division of one company overt 
a period of eight months. (Se 
Table II.) 

In conclusion, it has been found that 
results are obtained by interesting a 
many people as possible in as many 
different ways as possible; in promot 
ing lighting from the standpoints ot 
health and sight conservation, and o 
home and community betterment. Ap 
parently utility companies and a col 
lege can successfully and profitably 


cooperate in a program of home light 


ing 
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“Sure, we women talk 
a lot—and here’s 
the kind of thing 


we talk about...” 








ee OU men think you're the only ones that 
b pes business! Well, we talk “business,” 
too, Only our business is running a house. 

“And anything that makes that job eas- 
ier makes a big hit with us. 

“The finish-on a refrigerator, for example. 
Offhand, you wouldn’t think keeping a re- 
frigerator clean is one of the big jobs around 
the house. Well, frankly, it isn’t. But it’s 
one of the many little things that add up 


to a big total. 











THE MODERN FINISH FOR MODERN LIVING.. 
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“You men take a tip from us women. We 
are business-like and we want a good refrig- 
erator finish . . . one that stays white and 
one that is tough. You’ve got it! Teli other 
women about it... by showing your pros- 
pect the DULUX seal on your DULUX- 
finished refrigerator!” 


E. I. du Pont de Nemours & Co. (Inc.) 
Finishes Division, Wilmington, Delaware 





“That’s why I wasn’t surprised when | 
heard that more than 80% of all refriger- 
ators made today have a DULUX finish. 

“T know DULUX. Not only as the whit- 
est, smoothest, toughest finish I ever saw— 
but also as the easiest-to-keep-clean finish. 


REG. U.S. PAT. OFF- 
Most spots, stains, grease and dirt vanish 


with the flick of a damp cloth. If the rest of DULUX 


the house were as easy to keep clean as REG.U.S.PAT. OFF, 


FINISH 







DULUX, housekeeping would be much, 
much easier! 

“And how DULUX keeps its whiteness! 
Why, our refrigerator’s as sparkling now as 











it was the day it was uncrated. 





REG. U.S. PAT. OFF. 
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Freezing is fast when ice 
trays and ice cube grids are 


“friendly-to-food” Aluminum 


\luminum forms an excellent path 
for heat to escape. Whether you're 
freezing water or desserts, heat 
hurries out and, presto, the task 
is finished. 

Rapid freezing makes certain that 
ice cubes are available when wanted. 
It gives desserts the creamy smooth- 
ness that sets the family calling for 
more. Earns their whole-hearted 
praise for the refrigerator you are 
selling. 

And, like the Aluminum cooking 
utensils your prospects are most 
likely using, Aluminum ice trays 
and ice cube grids are friendly 
to food and easy to keep clean. 
ALUMINUM COMPANY OF AMERICA, 


2160 Gulf Building, Pittsburgh, Pa. 


ALCOA:-ALUMINUM 
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Are There Too 
Many Dealers? 


Our grouping of dealers in “five 
“three” and “one” classifications- 
how is this reflected in York, Pa.? 

rhere are just two dealers we woul 
ciass as one hundred per cent “fives 
—the utility and one dealer, the tw 
which account for eight hundred an 
sixty of the two thousand refrigera 
tors sold. 

If we are quite liberal we mig] 
class between thirty and_ thirty-fiv: 
dealers in the “three” group. Ou 
estimate of their sales based on th 
figures we have would indicate the 
moved about eight hundred refriget 
ators in total. This leaves for th 
“one” group around thirty-five men 
bers with total units sold of about 
two hundred and fifty—quite a bit les 
than one per month each 

Can this picture be changed ma 
terially? Not so long as present meth 
ods are pursued. An individual manu 
facturer could change its picture wit! 
i radical change of policy. Thi 
stand is taken in view of the follow 
ing facts. York County has twenty- 
six thousand and sixty-nine wired 
homes. The refrigerator saturation is 
a little past sixty per cent whicl 
means a total number of virgin pros 
pects of about ten and a half thou 
sand. This can easily be cut in halt 
because of financial or other rea- 
sons which preclude the purchase of 
in electric refrigerator. The sales 
tu this group can never be large unless 
prices are drastically reduced—not 
possibility just yet Sales to the other 
half without refrigeration will become 
increasingly hard and more expensive 
The bulk of refrigerator sales must 
come from replacements, and that calls 
for the maximum of enthusiasm and 
aggressiveness in merchandising and 
sales promotion. 

Taking a final look at the sales 
figures for refrigerators, washing ma- 
chines and ranges for 1938 for York 
County we’re willing, with our fingers 
crossed and our tongue in our cheek, 
te say four dealers for any brand or 
make of appliances should do a mar- 
velous job of selling, a better one that 
is the case in most instances at pres- 
ent. 

A mighty successful sales manager 
of appliances said the other day he 
thought one dealer for each fifty 
thousand of population to be about 
right. He may be correct but it is 
too bitter medicine for the industry 
to swallow at this time. We cut hin 
fitty per cent and say one for each 
twenty-five thousand as a maximum. 
And yet in York we have one ex- 
clusive electrical dealer doing a truly 
wonderful job, and that is one dealer 
for one hundred thousand people. 

Perhaps, after all, it is a question 
of capacity. One time on a fishing 
trip the cook prepared some delicious 
pancakes for breakfast. One guy in 
the party ate twenty-six while we 
had to gulp a bit to down six. It 
would have taken four of us to equal 
one of him. Perhaps the same applies 
in the selling of major appliances. 
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CHROMALOX 


Super-Speed UNIT 


No need to depend upon mere 
general claims, when selling a 
Chromalox-equipped range. You 
have specific, self-evident advantages 
to help you sell. 

Point out the “two-units-in-one” 
exclusive Chromalox feature. Every 
that 
heating the small ring only, in cook- 
ing with small utensils, means dol- 
lars in her pocket. She has not only 
selective temperatures, with five heats, 


housewife instantly realizes 


but also selective cooking areas—six 
of them on most ranges with Chro- 
malox units. 


Emphasize the Chromalox flat top, 
that gives all-over contact, like a 
flat-iron. No need for red heat in a 
Chromalox unit—one reason why it 
has long life. 

Why not get all the story. The 
coupon with your letterhead brings 
it. 


SELL CHROMALOX-EQUIPPED 
RANGES because the units help 
you sell. 

USE CHROMALOX UNITS FOR 
ALL REPLACEMENTS because they 
fit all ranges. 





EDWIN L. WEIGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 
Send me the "CHROMALOX PLAN" book. 


Name 


Position 
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“What Is A Dealer” 
lo the Editor: 


Why all the agitati 
dealer ? 


m about the poo 


Why not take into consideration the 


poor manufacturer, the poor distrib- 
utor as well as the poor dealer. 

The poor we have with us always. 
This includes 
means. 

lf a poor 
after years of experience it is because 
he does not 
otherwise or possibly he is satisfied 
He 


may be the victim of the hocus-pocus 


poor ways as well as 


dealer remains a dealer 


have will-power to be 
and enjoys being a poor dealer. 
practiced by some poor manufacturer 


distributor. Or a _ finance 
company. In any event if he is capable 


or pr yOT 


of analyzing his source of supply the 
merchandise, the cost of doing busi- 
ness, etc. in time he will become a good 


dealer. If not he probably will con- 
tinue to be the victim of the other 
man’s game, 

Price is not the most important 
factor in merchandising Sut what 
you give for that price is important 
ind price is secondary. <A _ dealer 


must give his customer value received. 
This includes the merchandise, pride 
and sufficient 
merchandise to 


of ownership service 
education of the en- 
able the customer to get the most for 
his money. 

A $200 article operating improperly 
may have only a $50.00 service value 
to the customer. 

It appears to that most 
facturers and distributors are short 


sighted in their mad desire for volume 


me manu- 


at any price. Progress, quality, re 
service to the customer 1s 


\nd 


face 


search and 
OV erl ked. 


type must 


sooner or later this 
the laws of diminish- 
ing returns. 

The public is not as price minded 
as these people would have you be 
lieve. Watch public acceptance change 
from time 


to time 


There will always 


be a market for good merchandise at 
1 fair price Of course the old line 
1 least resistance has something to 


do with the question as it is so much 


easier to travel downward than it is 


to travel upward 

These things are known to a few 
National Manufacturers and the suc- 
cess of their dealers reflect this 


knowledge. 
With so many price minded manu- 
distributors 


facturers, and dealers 


there seems to be a wonderful oppor- 


tunity for the dealers who have 
learned that price 1S secondary. 
\ SUCCESSFUL DEALER. 


Happy "Tho Married 
lo the Editor: 


I am a constitutional crab, and elec- 
trical merchant of fifteen years’ stand- 
ing (both the same) my wife who is 
my partner and I have discovered an 
unusual, outstanding fact in the in- 
dustry. 

Every person in this industry whom 


Continued on Page 51 
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Let a 15-inch 
circle of space 


MAKE ‘137 
Profit ! 


Gilmer’s Eye-ful Tower 
MERCHANDISER 


... your complete "'on-the- 
counter” Belt Department 












gine" 


FOR SMALL DRIVES 





Only 15” in diameter, but packs 
a big profit wallop! Newest of 
Gilmer’s profit-makers costs 
only $19.36. You get $33.28. 
You net $13.92. 


DISPLAYS...ADVERTISES... MEASURES 
. IDENTIFIES THE WANTED SIZE! 


Gilmer’s “Eye-ful” Tower belt 
merchandiser consists of: 


Gilmer “HANDIMETER” 

. simple to use, slide-rule 
type of measurer that instant- 
ly measures any belt brought 
in, up to75“long and between 
34" and 34” wide. 


Gilmer“ EYE-FUL” TOWER 
..a circular stand, 15” in 
diameter at the base by 3214” 
high ...8 hooks for 70 belts. 
Good display from any angle. 
Tower is topped by a high 
visibility display sign, on back 
of which is a perpetual in- 
ventory record form. 


35 FAST-SELLING, EASI- 
LY IDENTIFIED BELTS 
for leading makes of refrigera- 
tors and other appliances. 


PLUS one copy of “America’s 
Belt Bible,” the complete Gil- 
mer Catalog, and one window 
display card in colors. Complete 
in one carton. The “Eye-ful” 
Towercomes ready tosetupand 
sell. It does practically every- 
thing except ring up the sale! 


L. H. GILMER CO. 


Tacony, Philadelphia 





Send me complete Gilmer “‘Eye-ful’’ Tower assort- 
ment. Bill me $19.36 through your nearest jobber. 


NAME = 
ADDRESS 
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$100,000.00 Stock Reducing Sale 


Washing Machine 


and 


Vacuum Cleaner Parts 


At discounts up to 80% and better 


ORDER TODAY: TAKE ADVANTAGE OF THIS 


RARE OPPORTUNITY! 


ABC 1)-81-A 
Aerobell 1340 
Apex 23194 
Apex 156 & 
Apex #2836 
Apex 13364 
Apex #SA-457 
Automat 

Delco Motor Bearing 
Delco Motor Bearing 
Kasv 400533 
Kasy 51040 
Easy 51039 
Kasy 91034 
Easy #00567 
Kas 

Kasy £6607 1 
Easy 150020 
Easy 66092 
Easy 51038 
Keasy 66070 
Kasyv 531 5 
Kasy 56055 
Kasy 67001 
Viavtag $129 
Viaytag #3178 
Maytag 3095 
Nlavtag 12641 
Viaytag 12787 
Nilaytag 3187 
Nlaytag K-92 14 
\laytag 

Maytag 3209 
Mavtag 12645 
Gi. | W-1190 
ix. | W-1L195 
(;. E. Motor Bearing 
Whirlpool S$-590 
Whirlpool 956 B 
Whirlpool 9126 
W hirlpool #607-A 
W hirlpool #907-A 
W hirlpool #922-A 
Whirlpool 607-1 
Whirlpool 608 
Whirlpool #906 
Norge 90-3 
Norge 420-1 
Norge 20-5 
Prima #KA-530 
Prima K-502 
Prima V-841 
Prima #V-840 


4 x 


Motor Couplings, any size 
Hinge Bracket 

Wringer Coupling 

Elbow Strainer 


154 Reverse Gears 


Dryer Shaft Bearing Nut 
Agit. Shaft Bearing Nut 
(rear 

Cable, all models 

x} 

sx %xt# 

sasket Drive Cup 
Wringer Drive Gear 
Wringer Reverse Gear 
Basin Staff 

Outlet Connection 
Main Levers, all types 
Connecting Rod 
Connecting Rod 
Dryer Base Bushing 
Clutch 

Yoke Pin 

Staff Bolt and Nut 
Wringer Cam 

}-Cup Yoke 
Friction Pinion 
Upper Bearing 
Gyrator Hub 

Drive Torque °% or 
Bearing °¢ or 4 
Drain Plate Cam 
Center Bearing 

Hex Ends 

Wringer Kecentric 
Center Plate Bearing 
Reverse (rear 
Reverse Clutch 


4 


4xtix1l\y 


Water Dis« 

Tub Nuts 
Agitator Drive Block 
Upper Bearing Holder 
Wringer Drive Gear 
Wringer Reverse Gear 
Searing Holder 
Lower Roll Brg. Holder 
Gear Case Cover 
Clutch 
Pinion 
(,ear 

lutch Cone and Shaft 
Coupling 
Lower Agitator Clutch 
Upper Agitator Clutch 


Sunlight Motor Bearing 4% x °¢ x 1 
Marathon °, x %x 1% 


Sunlight, Apex, 
Thor 64 
Voss A 


95 


Handle 
Roll Coupling 
Wringer Cogs, all types 


VACUUM CLEANER PARTS 


Sweeper Bags, for all makes 


Hoover Belts, all types 


P. D. Belts #53 
P. D. Armature 
Eureka nozzle k 


s, New 
all types 


vers, 


Outright 


Eureka fork support housing 
eureka ep support housing plunger 


Wheel for all mW 


IMPORTANT: 


iakes 


10% Must Accompany Order, Balance C. O. D. 


Remittance in 


With Order and Save C. O. D. 


NEI 
$11 


4 
021 
01% 

95 
oll 
02! 
0) 
02 


ALL GOODS SHIPPED ON THIS BASIS 


Or Send 


charges. 


APPLIANCE SERVICE CO. 


10 FEDERAL ST. 


PITTSBURGH, PENNA. 
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Parts, Services 


t NESEELAY ED RATE: 


$1.00 per per insertion. Minimum 
quecwe $4 00 (First line in small black 
ce type.) Fractions of a line count 


as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads 








WHERE TO BUY 


& Accessories 


DISPLAYED RATE: 


$11.00 per in h per insertion. Contract 


rate on request. (An advertisi ng inch 
is measured vertically % on one 
column There are 4 columns—48 
inches to i page.) 














SPECIALTIES 


SPECIALTIES 





Electric Mangle Pads and Covers 
All types and sizes, electric heating pads, 
vacuum cleaner bags—all types. Ohio Tex- 
tile Specialty Co., W. 64 St. Cleveland, O 








“HOW 10 M 











Write TODAY to Re-New 

Sweeper Co., Detroit, Michi- 

4 for new illustrated cata- 
of vacuum cleaner parts 





Horton and Easy Agitators ‘Rebushed 
Guaranteed job $2.50 cash or C.O.D 


turned same day received Clark Machi: 
Co., 4859 Milwaukee Ave.. Chicago. Ill 








BOOKKEEPING SYSTEM 
Especially Designed for 
APPLIANCE-RADIO DEALERS 

A direct, easy-to-understand system, 
devised by an expert accountant in your 
line of business. It is in practical use by 
many dealers everywhere 

Provides for cost of sales, operating 
expenses, inventory to date, cost of re- 
possessions, cost of rebuilding, loss on 
trade-ins and every conceivable situa- 
tion of your very own business. 

Also system for smaller store. 


Write today for descriptive folder. 
THE KNAPHURST COMPANY 
«loos cleaners. 501 S. Jefferson Street Chicago, Ilinois 











RUBBER UPHOLSTERED 

S — A 
HAND © A\ ; 
TRUCKS '~ 


SAFEGUARD — 
Your Profits! 


Use ORANGEVILLE ie 
TRUCKS for han- = 





Air Conditioning and Refrigeration 
Supplies and Equipment 


ks Lowest Prices Speedy Serv 


Send for Big Free Catalog 
THE HARRY ALTER CO. 
1728 South Michigan Avenue, Chicago 


Branches: New York, Detroit, Cleveland, St. Louis 








dling refrigerators, 

ranges, radios, kitchen cabinets, ete. Only truck 

with patented quick change ratchet nose. Com- 

pletely rubber upholstered throughout. Several 

convenient sizes. Descriptive circular and prices 

on request co 
ORANGEVILLE MFG. , 


Manufacturers complete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 








Mention of 
Searchlight Section of 
Electrical Merchandising 


will be appreciated by the 
advertisers and the publishers 











SECTION 








SEARCHLIGHT 


"OPPORTUNITIES" 
SALES EMPLOYMENT 
BUSINESS — MERCHANDISE 


RATE: IS CENTS A WORD, UNDISPLAYED. SEE LAST ISSUE FOR DETAILS 














OPPORTUNITIES OFFERED 


| 
| 


OPPORTUNITIES WANTED 





DISTRIBUTORS AND DEALERS WANTED 
to Sell the New Streamlined Bleavins Elec- 
tric and Non-Electric Vacuum Cleaners. 
Write to The Bleavins Mfg. Co., 2521% 
Nicollet Avenue, Minneapolis, Minn. 


AAA-1 SAL ESMAN with car good habits, 





sell nationally advertised applicances 
for largest exclusive appliance company in 
entral Missour jacked by aggressive local 
advertising unusually large commissions, 
chance for advancement. Only highest type 
bondable not broke used to earning $2,000 
to 5,000 need apply Give omplete back- 
ground SW-562, Electrica Merchandising 


20 N. Michigan Ave Chicago, Ill 


WANTED—Sideline or full-time Salesmen 


and Manufacturers Agents now calling on 
Drug Department Hardware and Jewelry 
Trade To sell popular Electric Toothbrush 
and Gum Massager proving spectacular suc 
cess Product proven through 6 years’ use 
by leading Dentists and Dental Clinics 
Fully guaranteed. Give details of territory 
overed, lines handled, et« in first letter 
SW -563 Electrical Merchandising, 520 N. 





Michigan 


‘ Chicago, Ill 








_OPPORTUNITIES WANTED 





We ‘ give you sales representation in 

Washingtor -_ '* Informational and re- 
search by experienced Sales Manager. Write 
Box 121, College Park, Md 
MANUFACTURERS AGENTS travelling two 

men in New England territory interested 
in securing one additional recognized elec- 
trical equipment or appliance line. RA-564, 
Electrical Merchandising, 330 W. 42nd St., 
New York S = 
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SALES MANAGER, Supervisor or Fact 
Representative. Fifteen year's Utility A 
pliance experience five years retail sale 


man, ten years Merchandise Manager S 


years Appliance salesman, Nation's large 
Distributor Electrical Appliances. Very 














reason for desiring change SA-565, 
trical Merchandising, 520 N. Michigan Av 
Chicago, Il 
WANTED 

TO BUY arloads of used General Electr 

Frigidaire Kelvinator, Westinghou 
Norge electric refrigerators in three, fou 
or five cubic foot sizes, reconditioned or 
is but must be n operating conditior 
Want quantities Will pay cash Addres 
W -560 Electrical Merchandising 68 Pe 
St San Francisco, Cal 





Former Vacuum Cleaner Sales Executive— 


Now manufacturers’ representative with well or 
ganized Chicago loop office wants new line. Hav 
wide following of sales people and Branch Man 
agers in numerous States for direct to consur 
dealer contact 
Addre RA-561, Electrical Merchandising 
520 N. Michigan, Chicago, Ill 














#} PATENT YOUR IDEAS 


send a Sketch or Model 


conFIDENTIAL 2 ZH ogee 
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for “ANY invention or Trade Mark 
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The Completeness of the 


Sigman: i Curtis Line Assures Greater 
densing Units Sales and Profit Possibilities 

























HE addition of the Curtis Refrigerated Store 

and Office Cooler to the Curtis line makes 
it even more attractive than ever. It opens up 
a great new market that makes possible new 
sales and profits. 


All classes of retail establishments—stores, 
offices, banks, etc., are demanding air con- 
ditioning now. You can fulfill this demand 
with Curtis’ complete, factory designed, pack- 
aged air conditioning unit. It mechanically 
cools, dehumidifies, circulates and filters the 
air—adaptable for heating—easily and 
quickly installed— 
3 and 5 ton sizes. 


The Curtis line of 
condensing units 


includes sizes from 


: Curtis Store and Office Cooler 
1/6 to 30 H. P., air 5 andl tea aloes 
and water cooled. 


There’s a Curtis model for every refrigeration 
and air conditioning requirement — also unit 
coolers, coils, evaporative condensers, etc., pre- 
cision engineered to deliver economical, efficient, 
care-free performance. 





If you're interested in profits, in increasing 
48 Air Cooled Units your sales, write to Curtis for complete infor- 
45 Water Cooled Units mation today. 


CURTIS REFRIGERATING MACHINE CO. 


Division of Curtis Manufacturing Company 


1975 Kienlen Avenue St. Louis, Mo. 









O) 1G Se Ner-Niy 


FYTOPRME T” 
'wasi'’s 
relate ME dat 
NEW TOASTMASTER HOSPITALITY SET 


WILBUR: B. DRIVER CO. 


NEWARK, NEW JERSEY 
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we know, who has really stuck, is hap 


pily married. Do you ever hear of 
a real electrical appliance salesman 
or dealer getting in the divorce or 
domestic relations court? How many 


dirty stories did the last twenty sales- 
men tell you? Bet there were none 
The way we figure it out is that 
there is much grief and night work in 
this industry that the average electri- 
cal guy thinks his wife is a swell 
person and somebody to brag about 
compared to the average run or sour- 
pusses who he contacts every day, and 
his wife figures that if a guy can stand 
the racket for the sake of supporting 
her he must be something special—so 
they live happily ever after. 
C. A. METZGER 
Vetzger Incorporated 
Hartford onnecticut 


Roaster Thermostats 


lo the Edito» 

Che article on page 15 of the Nove 
ber issue entitled “Roaster Thermo 
stat Easy to Adjust” has just been 
brought to our attention. 

The heading of the entire article 
and the article itself are quite satis 
factory. However, at the upper right 


hand corner there is a photograph of 
the hydraulic roaster thermostat made 


by the American Thermometer Con 
pany, of St. Louis, an affiliate of ou 
company. 

Beneath this photograpl the fol 


lowing capition: 

“Here’s your thermostat—which 
is the chief cause of service | 
the roaster business.” 

While no name is mentioned any- 
where in this article, there can be no 
doubt in anyone’s mind that this is 
the thermostat made by the American 
Thermometer Company. It so hap- 
pens that this particular thermostat 
is unique in that it is the only one on 
the market for roasters which is of 
the hydraulic type. All other makes 
of roaster thermometers are of the bi- 
metallic type. I believe impartial tests 
will prove that the hydraulic type 
thermostat is infinitely more accurate 
and more sensitive than the bi-metallic 
type. This statement can be fully 
supported by the fact that on all elec- 
tric ranges, the hydraulic type thermo 
stat has almost completely supplanted 
the former bi-metallic type of thermo- 
stat. You will understand that an 
electric range is a considerably more 
expensive appliance than an electrical 
roaster. This particular thermostat 
1S operated by the same stainless steel 
hydraulic diastat which is used in the 
thermostats that are now standard 
equipment on the most costly electric 
ranges. 

Actually, the only difference be- 
tween this roaster thermostat and the 
electric range thermostat is that the 
switch mechanism in the roaster ther- 
mostat has been reduced in size and 
the design of the calibration features 
of the two models is different, as the 
requirements are not, of course, identi- 
cally the same. 

H. T. Ryan, Vice President, 
Robertshaw Thermostat Company 


Youngqwood,. Pa. 





‘. <o 


a \o om . ‘| 
ye yo ?® Wer coo” 
N 


ELECTRICAL TESTING 


LABORATORIES 
East End Avenue at 79th St. 
New York 





PAGE 51 








LETTERS 








Timberline Lodge 


the 
| 


ne 


I yn 
HOOD 


Por ind ) 


IN OREGON 


the 


ul 


: e Jreg yn’s 


the 


inswer to that name at all in Seattle 

\nd then there's Baker. At least I 

Ip] it j the four or five 

up into its vicinity 

it was so hidden in the 

| couldn't see hide nor 

f it. All I could think of was, 

mebody had borrowed it temporarily 
use in their advertising copy. 

of course, that’s no excuse. 

* mountains may move about a 

I should have known they 

would never cross state lines. How 

[ ever came to think a Portland, Ore- 

gon furniture store would actually 

show a scene in its window displays 


backed by a Washington mountain is 
All this shift- 


iT } liahle . ‘ } . 
ng about 1s liable to cause another 
il 


beyond understanding 


San Francisco earthquake. 

I tell you—let’s blame it on the 

proofreader and call it a typographical 

error! Anyhow I apologize. 
CLOTILDE GRUNSKY 
Pacific Coast Editor 


“Discounts and Profits” 
7 


Just happened to run across an 


icle in the July issue of Electrical 
lerchandising on the editorial page, 
itled “Discounts and Profits.” 

rticle was written 
the manufacturers 
»bbers he closing paragraph 
uuld indicate so You throw con- 
lerable blame for the discount evil 
} lers and suggest that the 

his own house. 
» been in the electrical retail 
over 16 years and have 
s ina considerable num- 
but it was because the 
uuld buy at wholesale. 
yn why a retailer 
ount if he didn’t have 
because the retail price struc- 
has been weakened by the whole- 
manufacturer or jobber by their 
direct to every Tom, Dick and 

} 


ane reas 


d give a dis 


can produce a “purchase 


LLAWRENCE RYLANDER, 
Arlington Electric Co. 
St. Paul, Minn. 
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